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THIS  WEEK  ON  THE  WEB 

,  Exclusively  on  editorandpublisher.com  . . . 

;  Newspapers  run  nine  of  the  top  20  news  Web 
sites  in  the  United  States,  according  to  the  latest 
audience  stats  from  Nielsen/ZNetRatings.  The  top 
paper  on  the  list  was  The  New  York  Times,  No.  6, 
followed  by  Gannett  Co.  Inc.'s  sites,  No.  7.  See  the 
complete  list  under  Jan.  15  on  our  “Headlines" 
index  page.  ...The  Toronto  Star  has  launched  the 
j  Brand  New  Planet,  a  new  weekly  for  “tweenagers."  | 
Read  about  the  paper  and  its  first  advertisers.  j 

including  the  Watt  Disney  Co.  and  an  acne-  I 

medicine  manufacturer,  also  Jan.  15. . . .  Columnist  i 
I  Charles  Bowen  visits  an  infectious-disease  Web 
site  that  chronicles  the  latest  epidemics  and  offers  ' 
background  for  biological-warfare  coverage.  i 


A  BOULDERe  HISTORY? 

Lucia  Moses’  “Young  readers 

lift  Boulder”  [Jan.  13,  p.  7]  suggests 
that  the  Colorado  Daily's  success  in 
appealing  to  a  young  demographic  is  due 
to  some  ingenious  formula  invented  by 
Publisher  Randy  Miller,  who  bought  the 
newspaper  two  years  ago. 

In  fact,  the  Daily  thrived  for  decades  as 
an  employee-owned  and  -run  newspaper 
before  Miller  bought  it  at  a  fire-sale  price, 
following  a  bankruptcy  precipitated  by  a 
major  embezzlement  and 
a  series  of  poor  manage¬ 
ment  decisions.  Miller 
credits  himself  for  having 
boosted  ad  linage  and 
eliminated  circulation 
outside  Boulder  County, 
but  he’s  comparing  the 
linage  to  a  time  when  the 
newspaper  was  in  the 
tank,  and  the  circulation 
outside  Boulder  had  been 
a  short-lived  experiment 
launched  by  an  interim 
publisher.  Prior  to  the 
financial  difficulties,  the 
paper  had  for  decades  successfully  cultivat¬ 
ed  the  same,  local,  18-to-35-year-old  audi¬ 
ence  that  Miller  boasts  of  having  captured. 

I  recoil  most,  however,  at  Miller’s  claims 
that  his  formula  includes  an  emphasis  on 
“news”  and  that  the  paper’s  previous  focus 
was  limited  to  covering  “local  activism.”  In 
the  years  leading  up  to  the  bankruptcy,  the 
Daily's  editorial  staff  racked  up  numerous 
state  and  national  journalism  awards  for 
our  investigative  coverage  of  a  wide  array 
of  topics.  One  of  the  staff  s  investigations 
was  even  featured  in  E&P  [“Buffaloed  in 


Colorado,”  Oct.  30, 1999].  When  Miller 
took  over,  he  slashed  the  editorial  staff, 
antagonized  the  editor,  and  lectured 
reporters  about  being  “too  adversarial” 
toward  university  officials  they  covered.  He 
has  since  replaced  experienced  reporters 
with  recent  j-school  graduates  and  interns. 

Finally,  Moses’  article  fails  to  point  out 
that  the  newspaper  is  in  a  unique  market 
position  that  the  Chicago  Reds  don’t  enjoy: 
the  Daily  is,  in  effect,  the  campus  paper  for 
the  University  of  Colorado.  While  it  is 
independent  of  the  university,  it  has  a 
virtual  monopoly  on  a 
captive  college  audience 
that  continues  to  be  its 
core  readership  and  a 
highly  attractive 
advertising  target. 

TERJE  LANGELAND 
STAFF  REPORTER 
Colorado  Springs 
Independent 
Langeland  was  a  reporter 
at  the  Colorado  Daily 
from  1998  to  2001. 

Corrf.ctidn.s 
In  “Don't  let  the  door... ,” 
Jan.  6,  p.  10,  E&P  inaccurately  gave 
the  inauguration  date  for  Minnesota 
Gov.  Tim  Pawlenty.  In  fact,  he  was 
sworn  in  Jan.  6. 

In  “Pointing  the  way  to  better  times  in 
2003,”  Jan.  6,  p.  14,  E&P  incorrectly 
described  the  results  of  the  2002  Newsroom 
Employment  Census  carried  out  by  the 
American  Society  of  Nenspaper  Editors. 

In  fact,ASNE  reported  the  percentage  of 
minority  journalists  working  at  daily 
newspapers  rose,  to  12.07%  from  11.64%. 


LETTERS 

E&P  vDclcomes  letters.  Send 
them  xna  e-mail  to  letters®, 
editorandpublisher.com,  via 
facsimile  to  (646)  654-5370, 
or  via  snail-mail  to  “Letters,” 
Editor  &  Publisher,  770 
Broadway,  New  York,  NY 
10003.  Please  include  name, 
title,  organizational  affilia¬ 
tion,  location,  and  e-mail 
address.  Letters  may  be  edited 
for  all  the  usual  reasons. 


50  YEARS  AGO -- 


newspaperd< 

JAN.  17,  19.53: 

Development  of  a  technique  that 
substitutes  publishers  for  reporters 
in  contact  with  the  incoming 
Republican  administration  in 
Washington  is  apparent  at 


M»  FROM  EDITOR 

Eisenhower  headquarters.  The 
New  York  Times'  James  B.  Reston 
reported  at  the  New  York  State 
Publishers  Association  convention. 

The  first  financial  report  to  the 
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shareholders  of  the  newly  creeled 
Cincinnati  Enquirer  Inc.  by 
Publisher  Roger  H.  Ferger  shows 
the  community/employee-owned 
newspaper  “on  the  upswing  in 
every  major  department.” 


2  EDITOR& PUBLISHER  JANUARY  20,  2003 


'w. editorandpublisher.com 


JOHN  C.  MILLERY/REUTERS 


At  a  “Diversity 
Summit’’  con¬ 
vened  at  the  Freedom 
Forum's  NashviHe, 
Tenn.,  center  last 
week,  the  American 
Society  of  Newspaper 
Editors  (ASNE) 
decided  to  explore 
several  approaches  to 
increasing  the  number 
of  minority  journalists. 
Among  them  is 
creating  a  “leadership 
institute”  to  train 
mkMevei  and  top 
editors  in  “cultural 
competence,”  and  - 
asking  the  Readership 
Institute  to  expand 
its  Impact  study  of 
newsroom  corporate 
culture  to  include 
diversity  issues. 

“At  the  top,  every 
editor  agrees  with  the 
goal  of  diversity,  but 
it’s  been  very,  very 
difficult  for  them  to 
accomplish  diversity,” 
said  ASNE  President 
Diane  McFarlin,  pub¬ 
lisher  of  the  Sarasota 
(Fla.)  HeraU-Tribune. 
“K’s  more  than  Just  a 
top  editor  getting 
religion.” 

ASNE  also  erxlorsed 
the  “Parity  Project” 
of  the  National 


year  may  be  somewhat  less  dramatic  than  in  Sand- 
point.  The  retailer,  which  spent  $104  million  in  news¬ 
papers  in  the  first  11  months  of 2002  and  said  last  fall 
it  planned  to  boost  its  use  of  the  medium,  represents 
less  than  2%  of  ad  revenue  to  most  public  newspaper 
chains,  according  to  Kevin  Gruneich,  an  analyst  for 
Bear,  Steams  &  C!o. 

Industry  observers  believe  that  the  business  still  has 
a  considerable  way  to  go  in  weaning  itself  away  from 
relying  too  much  on  too  few  advertisers.  Scott  Stines, 
president  of  the  mass2one  marketing  consultancy 
based  in  Cedar  Rapids,  Iowa,  wrote  recently  that  as 
much  as  95%  of  a  newspaper’s  retail  ad  revenue 
comes  from  5%  of  its  accounts.  And  Gene  Grant,  a 
partner  in  Insight  Edge,  a  Sacramento,  Calif -based 
consulting  firm,  said  short-term 
budget  and  corporate  pressures 
can  undermine 


Kmart’s  latest  round  of  store  closings 
has  newspaper  executives  refocusing 
on  small  and  midsize  retail  accounts 


BY  LUCIA  MOSES 

David  Keyes  was  just  about  to  turn  in  his 
2003  annual  budget  last  week  for  the  Bonner 
County  Daily  Bee,  a  4,701-daily-circulation 
newspaper  in  Sandpoint,  Idaho,  when  his  secretary 
slipped  him  a  message  that  made  him  blanch:  Sand- 
point’s  Kmart  was  among  the  326  stores  chosen  to 
close  as  part  of  the  retailer’s  plan  to  exit  bankruptcy. 

Since  it  opened  in  1990,  the  Sandpoint  store  has 
come  to  be  the  Daily  Bee’s  fifth- 
largest  advertiser,  accounting  ^ 

for  about  8%  of  the  Hagadone  li* 

Corp.  paper’s  ad  revenue.  But 
Publisher  Keyes  figured  its  days 
were  numbered  when  a  Wal- 
Mart  store  opened  across  the 
road  in  1995. 

Keyes  had  drawn  up  plans  to 
offer  incentives  to  bring  more 
local  retailers  into  the  paper. 

Now,  he  won’t  waste  any  time 
putting  them  into  motion.  “No- 
thing’s  secure,”  he  said.  “I  guess 
it’s  a  wake-up  call  to  not  keep 
all  your  eggs  in  one  basket.”  1  ^ 

Industrywide,  the  impact  of  \ 

the  second  round  of  Kmart 
store  closings  within  the  last 

Superempty  shopping  cart  outside  p 
the  slated-to-be-shuttered  Kmart  ' 

SuperCenter  in  Dearborn,  Mich.  „  * 


on  managers 
efforts  to  broaden  a  paper’s 
advertiser  base. 

Motivated  by  retail-store 
closings,  mergers,  or  simply  the 
urge  to  increase  revenue,  papers 
have  intensified  efforts  to  widen 
their  advertising  bases  by  woo¬ 
ing  small  and  midsize  business¬ 
es.  While  more  feet  on  the  street 
is  a  common  theme,  strategies 
have  varied  across  the  industry. 
A  sampling: 

•  In  the  past  few  years, 
Pulitzer  Inc.  has  added  sales 
representatives,  juggled  the 
number  of  active  accounts  per 
rep,  realigned  sales  territories 
by  geography,  and  rewarded 
reps  for  adding  active  adver- 
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Association  of 
Hispanic  Journalists 
(NAHJ)  that  aims  to 
recruit  Hispanic 
journalists  to  news¬ 
papers  in  small 
Southern  and  Plains 
cities  that  have 
experienced  rapid 
increases  in  Latino 
populations.  William 
Dean  Singleton,  CEO 
of  MediaNews  Group 
Inc.  and  Mike  Phillips, 
director  of  editorial 
development  for  the 
E.W.  Scripps  Co., 
volunteered  news¬ 
papers  in  their  chains 
as  laboratories  for  the 
project,  McFarlin  said. 
-  MARK  FITZGERALD 

CAPITAUSMAT 

AU-WEEKIIES 

Starting  new 
papers  has  been 
cited  as  one  legal 
remedy  to  the  contro¬ 
versial  closing  of  two 
alternative  weeklies. 
But  some  are  already 
moving  to  fill  the  void 
left  by  the  demise  of 
the  New  Times  Los 
Angeles  and  Cleveland 
Free  Times.  Silver  Lake 
Press,  a  30,000- 
distribution  biweekly 
in  eastern  L.A.,  will 
change  its  name  to 
Los  Angeles  Alternative 
Press  and  expand  dis¬ 
tribution  next  month, 
while  in  Cleveland 
former  Free  Times 
staffers  started  a  new 
alternative  monthly. 
Urban  Dialect. 

Federal  investigators 
reportedly  are  wrap¬ 
ping  up  their  antitrust 
probe  into  the  alt- 
weekly  closings  by 
Village  Voice  Media 
and  NT  Media.  The 
case  is  bound  to  be 
the  talk  of  the  Asso- 
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tisers  at  its  12  community  dailies,  said  Mark  G.  Con¬ 
treras,  a  company  senior  vice  president.  The  number 
of  active  accounts  grew  about  10%  and  total  ad 
revenue  rose  about  3%  through  November,  he  said. 

•  Lee  Enterprises  Inc.’s  “blitz”  teams  —  groups  of 
top  salespeople  who  go  into  a  market  to  work  with  lo¬ 
cal  sales  reps  to  target  infrequent  advertisers  — 
brought  in  more  than  20,000  new  advertisers  during 
the  2001  fiscal  year  and  rang  up  $11.7  million  in 
revenue  for  the  2002  fiscal  year,  which  ended  Sept. 
30.  As  a  result  of  the  focus  on  contracts  designed  to 
foster  long-term  relationships,  ad  reps  sold  or  upsold 
new  contracts  to  13,.500  clients  in  the  latest  fiscal  year. 

•  The  McClatchy  Co.  has  stepped  up  efforts  to 
increase  its  offerings  to  all  advertisers  of  all  sizes.  They 


are  consistent  with  the  company’s  core  value  of 
raising  revenue,  but  the  ad  recession  was  a  “huge  mo¬ 
tivator,”  said  Bob  Weil,  vice  president  of  operations. 
An  example  of  the  payoff:  a  new  commission-only 
sales  team  at  the  Star  Tribune  in  Minneapolis  last 
year  generated  more  than  $10  million  in  new  revenue, 
mostly  from  small  and  midsize  accounts,  he  said. 

Smaller  accounts  may  be  less  profitable  than  larger 
ones,  but  Contreras  said  the  profit  is  there;  Pulitzer’s 
investment  in  building  small-business  revenue  in 
Year  One  was  returned  three  times  in  Year  Two.  “It’s 
a  lot  of  elbow  grease  for  less  money  than  you’d  get 
with  one  major  advertiser,”  he  said.  “But  in  the 
absence  of  majors  continuing  to  grow  in  number  ... 
it’s  a  strategy  that  makes  sense  for  us.”  11 


Domestic-partner  benefits  a  key  point 


AP,  Guild  have  (contract)  issues 


Associated  Press  employees  Margie  Jacobs  and  Jerome 
Minerva  remind  the  co-op  that  it's  money  that  matters. 


BY  JOE  STRUPP 

Associated 

Press  editorial 
employees,  who 
have  been  working 
without  a  contract  since 
Nov.  30,  have  used  a 
variety  of  protest  tools  — 
from  a  byline  strike  to 
informational  picketing 
—  to  show  their  anger 
over  the  lack  of  progress 
as  talks  continue. 

Although  The  News¬ 
paper  Guild/CWA  Local 
31222,  representing 
about  1,700  U.S.-based 
AP  newsroom  workers, 
reports  it  is  moving 
closer  to  an  agreement 
on  wage  increases,  union 
leaders  said  health- 
benefit  rate  hikes  and 
AP's  refusal  to  extend 
benefits  to  domestic 
partners  are  blocking  a 
new  contract. 

“They  have  told  us 
‘No,’  and  they  have  never 
explained  why,”  local 
President  Tony  Winton 
said  about  the  domestic- 
partner  issue.  “We  hav'e 
gotten  no  response  from 
them  at  all,  and  that  is 
veiy  fhistrating.  Most  of 
the  major  media  com¬ 


panies  have  had  [do¬ 
mestic  partners]  bene¬ 
fits  in  place  for  a  while.” 

AP  spokesman  Jack 
Stokes  declined  to  com¬ 
ment  on  any  specific 
elements  of  the  contract 
talks,  releasing  a  state¬ 
ment  that  said,  “We’re 
confident  that  the  w’age 
issues  and  all  other 
issues  will  be  resolved.” 

Tbe  domestic-partner 
flap  sparked  an  unusual 
protest  involving  AP  key 
chains  that  svTnbolize 


the  cooperative’s  com¬ 
mitment  to  diversity’ 
and  w'ere  given  to  many 
employees  in  recent 
weeks.  More  than  300 
AP  workers,  according 
to  Winton,  have  sent  the 
key  chains  back  in 
protest.  “It  came  sponta¬ 
neously  from  the  grass¬ 
roots,”  Winton  said. 

Ron  Kampeas,  a 
Washington-based  AP 
staff  writer  and  the 
local’s  human-rights 
coordinator,  said  the 


continued  denial  of 
domestic-partner 
benefits  gives  workers 
another  reason  to  leave. 
He  cited  the  recent 
departure  of  a  photo  edi¬ 
tor  who  took  another  job 
because  she  couldn’t  get 
benefits  for  her  partner. 

The  key-chain  protest 
came  between  a  Jan.  10 
byline  strike  and 
informational  picketing 
at  AP’s  New  York 
headquarters  Thursday. 
The  most  recent 
bargaining  session  was 
conducted  Wednesday. 

The  latest  manage¬ 
ment  proposal  is  a  two- 
year  contract  with  a 
2.7%  pay  hike  the  first 
year  and  a  3%  raise  the 
second  year,  according 
to  Winton.  Union  lead¬ 
ers  are  asking  for  a  5% 
raise  in  each  of  the  two 
years.  Just  two  weeks 
ago,  AP  had  offered  only 
a  1.9%  annual  pay 
increase,  with  the  union 
seeking  an  8%  salaiy 
hike  each  year.  “I  am 
optimistic  w'e  will  get  an 
agreement,”  Winton 
said.  “I  see  the  glass  as 
half-full.”  11 
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Paper  money 
on  the  table 

Copley  pays  full  price  for  newsprint 


BY  JIM  ROSENBERG 

HY  PAY  LESS  WHEN  AN  EXTRA  $15  BUYS 
the  same  ton  of  paper? 

“There  is  concern  on  our  part  about  the 
long-term  availability  of  newsprint,”  said  The  San 
Diego  Union-Tribune's  newsprint  manager,  Diane 
Jordan,  as  she  explained  last  month’s  letter  from 
parent  company  Copley  Press  Inc.  to  suppliers.  In  it. 
Chief  Operating  Officer  Charles  F.  Patrick  offered  to 
pay  the  full  $50  a  metric  ton  of  the  last  price  hike. 
Most  similarly  large  buyers  pay  only  $35. 

“It’s  unheard  of,”  said  analyst  and  former  Times 
Mirror  Co.  newsprint  buyer  Bernard  Bottomley. 

But,  to  Jordan,  “it  just  makes  good  business  sense” 
to  try  to  even  out  pricing  peaks  and  valleys.  While 
seeking  a  secure  long-term  supply,  “that  wasn’t  our 

Western  powers 

In  search  oi ‘Empire' 

BY  JOE  STRUPP 

HE  Los  Angeles  Times  plans  to  launch 
its  fifth  regional  edition,  which  will  focus 
on  the  fast-growing  Riverside  and  San 
Bernardino  counties  of  the  Inland  Empire.  The 
new  edition  adds  another  newspaper  element  to 
the  already  competitive  area,  which  has  long  been 
home  to  The  Press-Enterprise  of  Riverside  and  the 
San  Bernardino  County  Sun.  “It’s  a  huge  market, 
and  parts  of  it  have  very  strong  affinities  to  Los 
Angeles,”  John  Puemer,  Times  CEO,  publisher, 
and  president,  said  in  a  statement  to  EiiiP.  “I 
think  it  could  represent  an  important  source  of 
future,  consistent,  regular  circulation  growth.” 

The  edition  will  be  launched  some  time  in  late 
April  or  early  May,  executives  said.  Times  spokes¬ 
woman  Martha  Goldstein  declined  to  say  how 
much  the  paper  is  expected  to  spend  on  the  new 
venture.  Currently,  the  newspaper  operates  a 
Riverside  bureau  with  two  news  staffers.  Sources 
said  at  least  six  reporters  likely  will  occupy  the  site 
for  the  new  edition.  “The  Times  is  recognizing 
that  it  has  been  extremely  deficient  and  negligent 
in  the  Inland  Empire,”  Sun  Publisher  Robert 
Gray  said  of  the  Times’  decision  to  expand.  “I 
believe  it  wiU  be  extremely  costly  for  them  to  make 
any  headway  with  how  entrenched  the  Sun  is  here 
=  1 1  and  The  Press-Enterprise  is  in  Riverside.”  II 
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primarv'  focus,  she  said,  also  denving  any  effort  to  pull 
the  industry  into  a  stable  relationship  with  suppliers. 
“Groups  with  shareholders  aren’t  as  likely  to  jump  on 
the  bandwagon,”  she  said.  Copley  is  a  privately  held 
group  of  nine  dailies  and  eight  weeklies.  Its  annual 
newsprint  consumption,  according  to  figures  in  the 
forthcoming  2003  Editor  ^  Publisher  Year  Book, 
would  cost  almost  $1.8  million  more  at  the  full  $50. 

Does  the  offer  ensure  full  supply  if  demand  sharply 
increases  after  a  period  of  capacity  contraction? 
“That  might  give  us  more  credit  for  intelligence  and 
foresight  than  we  have,”  said  Harold  W.  Fuson  Jr., 
Copley’s  vice  president  and  chief  legal  officer.  Still,  he 
thinks  papers  should  care  about  future  nari'owing  of 
the  supply  channel. 

Capacity  loss  resulting  from  financial  stress  on 
papermakers  doesn’t  help  any  publisher,  said  Fuson, 
who  prefers  incremental  price  hikes  over  time  to  “a 
Draconian  increase  [that]  hits  us  just  as  business 
begins  to  rebound,”  he  said.  But  like  the  Union- 
Tribune’s  Jordan,  he  professed  little  expectation  of 
being  able  to  influence  the  industry  in  terms  of 
commercial  beharior  that  will  help  make  prices  pre¬ 
dictable  and  supplies  secure,  “All  we’re  doing  as  a ,.. 
buyer  is  expressing  our  concern.  We’re  not  doing  this 
in  the  hope  of  setting  off  some  bombshell,”  he  said. 

“If  this  were  Gannett  or  Knight  Bidder  or  Tribune 
that  did  this,  it  would  have  a  whole  different  impact,” 
added  Bottomley. 

Summarizing  points  of  the  letter  in  “The  Reel  Time 
Report”  newsletter,  analyst  Verle  Sutton  wTote  that 
publishers  “pushed  ...  producers  too  far,”  and  if  they 
keep  all  the  pressure  the\'  can  on  price,  producers  will 
be  unable  “to  meet  the  supply  needs”  and  prices  will 
then  go  up.  “All  the  majors  must  accept  Cople>’’s  lead 
if  real  change  is  to  occur,”  he  wrote. 

So  if  Copley  is  “not  leading  a  crusade”  or  insuring  its 
paper  supply,  just  what  does  putting  its  monev’  where 
its  mouth  is  accomplish?  Bottomley  couldn’t  even 
hazard  a  guess.  “All  they’ve  done  is  express  a  senti¬ 
ment;  they  haven’t  put  anything  in  place  to  capture” 
a  pricing  commitment.  WTien  demand  rises,  he 
said,  price  will  rise  abruptly.  As  for  supply  concerns, 
Bottomley  asked:  “Who  can  remember  when  a 
publisher  ran  out  of  paper?”  11 


ciatkxi  of  Alternative 
Newsweeklies’  annual 
AAN  \Mest  conference 
next  nxMith,  which 
features  a  new  session 
this  year;  “How  to 
Start  an  Alternative 
Paper.”  AAN  Executive 
Director  Richard 
Karpel  said  the  timing 
was  coincidental. 

-  LUCIA  MOSES 

SUNSHINE 

SUNDAY 

Last  year  —  when 
Florida  legislators 
proposed  more  than 
100  bills  to  gut  large 
parts  of  the  state’s 
strongest-in-the-nation 
open  public-records 
and  -meetings  laws  — 
the  Florida  Society  of 
Newspaper  Editors 
(FSNE)  asked  every 
paper  in  the  state  to 
run  an  editorial  about 
open  government  on 
the  same  Sunday  in 
March. 

“Sunshine  Sunday”  . 
was  so  successful  in 
turning  back  the  politi¬ 
cal  tide  toward  open¬ 
ness —  Florida  voters 
strengthened  the  Sun- 
shine-in-Govemment 
Act  with  a  constitu¬ 
tional  amendment  — 
that  FSNE  is  doing  it 
again  March  16.  This 
year’s  Sunshine  Sun¬ 
day  will  be  coordinat¬ 
ed  by  Tim  Franklin, 
editor  of  the  Orlando 
Sentinel,  and  Barbara 
Petersen,  president  of 
the  First  Amendment 
Foundation. 

-  MARK  FITZGERALD 

MEII-EDITUR 

INSYNUICAIIUN 

David  Ignatius, 
former  executive 
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editor  of  the  Interna¬ 
tional  Herald  Tribune, 
is  being  syndicated  by 
the  Washington  Post 
Writers  Group. 

Ignatius  covers  inter¬ 
national  affairs  in  his 
s^iweekly  column, 
which  began  in  The 
Washington  Post  in 
1999  and  was 
originally  distributed 
by  the  Los  Angeles 
Times-Washington 
Post  News  Service. 

He  continued  the 
column  on  a  weekly 
basis  after  joining  the 
IHT  m  2000. 

The  Post  recently 
sold  its  interest  in  the 
Paris-based  paper. 

-  DAVE  ASTOR 


MediaWatch  2003 


Brother, 
can  you  spare 
the  time? 


watches,  costing  as  much  as  $20,000, 
would  have  to  be  declared  at  customs-service 
checkpoints.  “It  certainly  is  a  problem  for  a  i 
reporter,”  he  joked.  “You  can’t  sell  them,  and  you 
can’t  wear  them.”  Of  course,  he  added,  “Some  jour¬ 
nalists  decline  the  watches,  and  some  accept  them.” 

Jihad  al-Khazen,  editor  in  chief  of  a  joint  news 
project  ofAl-Hayat,  an  Arabic-language  daily,  and 
the  Lebanese  Broadcasting  Corp.,  declared,  “All 
journalists  who  go  there,  they  all  receive  Swiss 
watches,  Rolex  watches.”  In  fact,  he  added  in  a  tele¬ 
phone  interview  from  Beirut,  “If  they  like  you,  some¬ 
times  they  give  you  his-and-her  watches.  It’s  been 
going  on  since  I  was  a  child. ...  If  you  don’t  take  the 
watches,  they  feel  insulted.  There  is  a  saying  in  Ara¬ 
bic  that  the  presents  of  kings  cannot  be  refused.” 

But  it  appears  that  the  Saudis  are  being  discreet 
about  who  gets  their  gifts.  Newsweek’s  Jonathan 
Alter,  who  just  returned  from  Saudi  Arabia,  told 
that  no  one  had  offered  him  anything.  And 
Thomas  L.  Friedman,  The  New  York  Ti'/nesman  who 
is  the  most  visible  of  the  Middle  East  correspon¬ 
dents,  said  through  his  Washington  assistant  that  he 
knew  nothing  about  the  watch-giving. 

Edward  Cody,  a  journalist  at  The  Washington  Post 
who  has  covered  the  Middle  East  for  30  years,  said 
he  believed  that  the  serious  gift-giving  ended  in  the 
early  1970s.  “When  we  first  started  covering  Saudi 
Arabia,  it  was  a  practice  to  accept  a  gift  and  give 
equal  value  in  return,”  Cody  said. 

Chafets,  however,  told  EitiP  that  he  wrote  his 
column  because  he  knew  the  Saudis  were  still 
handing  out  watches.  Cody  said  that  even  if  some 
journalists  do  take  the  gifts,  it  shouldn’t  reflect  on 
the  great  majority  of  journalists  who  reject  the 
Saudi  offerings.  “I  am  sure  some  are  given,”  he  said, 
“and  some  are  accepted.”  II 


BY  ALLAN  WOLPER 

Two  PROMINENT  Arab  journalists  based  in 
London  have  confirmed  a  New  York  Daily 
News  column  alleging  that  Saudi  Arabian 
officials  have  given  expensive  watches,  including 
Rolexes,  to  Western  reporters. 

The  Arab  newsmen  did  not  identify  any  of  the 
reporters  who  might  have  accepted  the  gifts,  and 
neither  did  Zev  Chafets,  the  columnist  who  made 
the  allegations  on  Dec.  4. 

And  American  journalists 
who  were  in  the  Middle 
East  recently  said  that 
no  Saudi  official  offered 
them  anything. 

But  Chafets  insisted  in 
his  column  and  in  an  inter¬ 
view  afterward  that  the 
watch-giving  is  a  time- 
honored  device  to  win 
favorable  press  coverage 
for  the  Saudi  government. 

“Are  [journalists]  influ¬ 
enced  by  Saudi  hospitality?”  he  asked  in  his  column. 
“Look  at  the  coverage  of  the  kingdom  the  last  10 
years  and  see  which  reporters  failed  to  notice  they 
were  in  a  fascist  theocracy  and  decide  for  yourself.” 

However,  the  Saudi  journalists  interviewed  by 
E^P  don’t  believe  the  gifts  have  any  strings 
attached  to  them.  “It  is  a  common  thing,”  said 
Abdel-Bari  Atwan,  editor  in  chief  of  Al-Quds 
Al-Arabi,  an  Arabic-language  daily  newspaper,  in 
a  telephone  interview  from  London.  “It  is  not  con¬ 
sidered  a  bribe  in  the  Middle  East,”  he  explained. 
“In  the  Arab  world,  it  is  a  way  of  being  generous.” 

Atwan  noted  that  expensive  gifts  can  cause 
headaches  for  Western  journalists  because  Rolex 


The  new  pubtisher 
of  Maine  alterna¬ 
tive  Casco  Bay  Weekly 
said  that  while  the 
Portland-based  paper ' 
used  to  be  “controver¬ 
sial  without  a  cause," 
he  wants  to  make  it  a 
“positive  force  in  the 
community.”  Roy  Allen 
founded  the  Endeavor 
Foundation,  which 
bought  the  paper  from 
Dodge  and  Lael 
Morgan  after  it  closed 
in  November  and 
restarted  it  Wednes¬ 
day.  Allen  said  he 
intends  to  keep  the 
paper's  membership 
in  the  Association 
of  Aitemative 
Newsweeklies,  but 
AAN  Executive 
Director  Richard 
Karpel  said  the 
paper's  membership 
expired  when  it  tem¬ 
porarily  folded  and  it 
probably  would  have 
to  reapply.  Karpel  was 
surprised  by  Allen's 


New  York  Daily  News 
watch-man  Zev  Chafets 


Publishing),  edited  | 
by  Rene  J.  Cappon,  Lh 
provides  instruc-  H 

tion  on  the  proper  H 
use  of  punctuation,  | 
with  individual  ^ 

chapters  covering  ' — 

every  mark  from  the 
ampersand  to  the  slash. 

As  Cappon  stated  in  a 


release  jmnounc- 
■HjjJ  ing  the  guide, 
HHI  “Punctuation  in 
skilled  hands  is  a 
—  —  I  remarkably  subtle 
system  of  signals, 

- '  signs,  symbols, 

and  winks  that  keep 
readers  on  the  smoothest 
road.”  —  Jamie  Santo 


Those  who  may  not 
remember  their 
third-grade  English 
lessons  —  or  may  not  have 
even  been  paying  attention 
—  fear  not;  The  Associated 
Press  is  here  to  help. 
Released  this  month.  The 
Associated  Press  Guide  to 
Punctuation  (Perseus 
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PIpg  Florida’s  Treasure  Coast 


BY  LUCIA  MOSES 

Three  centuries 
ago,  Spanish 
galleons  carrying 
gold  and  silver  coins 
shipwrecked  off  the  70 
miles  of  South  Florida 
shoreline  known  today 
as  the  Treasure  Coast. 

The  name  fits  as  far 
as  the  E.W.  Scripps  Co. 
is  concerned.  With  three 
papers  whose  combined 
daily  circulation  is  more 
than  90,000,  Scripps 
virtually  owns  the 
Treasure  Coast,  a  fast¬ 
growing  strip  between 
the  Orlando  and  West 
Palm  Beach-Boca  Raton 
metropolitan  statistical 
areas.  Scripps’ Treasure 
Coast  ad  revenue  grew 
4.5%  last  year,  which 
was  essentially  flat  for 
the  industry  overall. 

Part  of  the  credit  goes 
to  the  consolidation  of 
the  ad-sales  staffs,  which 
has  reduced  overlap 
of  sales  calls,  said  Bob 
Brunjes,  Scripps  Trea¬ 
sure  Coast  Publishing 
Co.  vice  president  and 
advertising  director. 
Once-competing  sales¬ 
people  now  sell  ads 
for  all  three  of  its  news¬ 
papers,  creating  a  larger 
platform  with  which  to 
pursue  regional  and 
national  advertising. 

While  consolidation 
has  made  it  easier  for 
advertisers  to  buy  into 
all  three  papers,  editors 
are  challenged  to  make 
the  most  of  the  common 
ownership  while 
preserving  the  identities 
of  The  Tribune  in  Fort 
Pierce,  The  Stuart  News, 
and  the  Press  Journal  in 
Vero  Beach.  Although 
each  paper  kept 


separate  reporting 
staffs  and  flags,  they 
have  collapsed  their 
news  departments  1 
under  group  editors 
and  increased  stoiy 
sharing.  “The  goal 
isn’t  to  make  it  all 
bland  and  all  one,”  said 
Mark  Tomasik,  group 
executive  editor, 

“but  there  are  some 
issues  that  are  just 
common  to  the  area.” 

Learning  as  they  go, 
the  papers  occasionally 
make  flubs  in  story 
sharing.  Readers  are 
justified  in  squawking, 
Tomasik  said.  “We  have 
to  get  better  at  being 
able  to  swap  stories  out.” 

The  Tribune  and  News 
carried  identical  sports 
sections  one  recent  day. 
That’s  not  supposed  to 
happen,  said  Treasure 
Coast  Sports  Editor 
Mike  Graha,  adding, 
“The  goal  obviously  is 
to  produce  sections 
that  are  specific  to 
the  counties  we  serve.” 

If  the  papers  are 
perceived  to  be  losing 
their  local  touch,  though, 
a  new  trio  of  weeklies 
will  be  all  too  happy  to 
exploit  it.  Steven  E. 
Erlanger  founded 
Hometown  News  last 
year,  filling  a  hole  creat¬ 
ed  when  the  Tribune  Co. 
bought  a  group  of  South 
Florida  w  eeklies  a  few 
years  earlier  and  folded 
the  ones  that  served  the 
Treasure  Coast. 

Erlanger  claims  a 
combined  (and  unaudit¬ 
ed)  weekly  distribution 
of  more  than  80,000  in 
the  Fort  Pierce,  Port  St. 
Lucie,  and  Stuart  areas. 
He  projected  the  group 


a  TbeStu^_^^  I 


•j  'Prrsi^^-  .Journal  ~ 
$694  billiofl  pbn 


tUBK: 


ii 

I 


Boat  8>V0*  *•*■2?*  jUti  Hn^«  dr  roU 


will  become  profitable  j 
this  year  and  said  he 
plans  to  start  more 
weeklies  —  in  Vero 
Beach,  also  Scripps 
territory,  as  well  as  in 
Palm  Beach  and 
Brevard  counties  I 

over  the  next  ^ 

few'  years. 

The  weeklies  have 
been  a  hit  with  small- 
business  owners  such  as 
Janette  Clark,  who  said 
the  ad  she  ran  brought 
in  so  much  traffic  that 
she  had  to  move  her  Fort 


1 


Pierce  consign¬ 
ment  shop  to  a  bigger 
space.  Until  Hometown 
can  provide  advertisers 
with  verified  readership 
data,  though,  the  group 
most  likely  will  have 
limited  impact.  11 


‘St.  Pete  Times’  recasts 
on-the-money  coverage 


Readers  of  Florida’s  St.  Petersburg 
Times  found  a  new  emphasis  on 
personal  finance  and  local  faces  in  the 
paper’s  redesigned  business  sections  on  Sunday 
and  Monday,  starting  Jan.  5. 

In  replacing  The  Wall  Street  Journal  Sunday 
pages,  the  Times'  new  “Money”  section  includes 
a  “Kids  &  Money”  column  and  interviews  about 
local  residents’  personal-finance  strategies. 

The  Times  switched  its  Monday  business- 
section  from  a  tabloid  to  a  broadsheet  format, 
and  expanded  its  technology  coverage.  The 
section’s  name  change  to  “Tampa  Bay  Business” 
from  “Business  Times”  reflects  the  paper’s 
regional  coverage.  —  Lvaia  Moses 


statement,  9ven  the 
new  owner’s  editorial 
direction:  “From  what 
I  read,  I  presumed 
they  don't  want  to  be 
a  member.” 

-  LUCIA  MOSES 

DO  NOT  READ 
AllAOOIITIT 

Sheriff’s  deputies 
who  committed 
mass  purchases  of  a 
small  newspaper’s 
Election  Day  issue, 
leaving  few  on  sale  for 
the  pubTic,  violated 
the  paper's  Rrst 
Amendment  rights,  a 
federal  appeals  court 
ruled  Thursday.  The 
4th  U.S.  Circuit  Court 
of  Appeals  in  Rich¬ 
mond,  Va.,  overturned 
a  knver  court’s  dis¬ 
missal  of  a  complaint 
broi^  by  Kenneth  C. 
Rossignol,  publisher  of 
St  Mary’s  Today  in 
southern  Maryland. 

The  appeals  court 
called  the  1998 
incident  “a  scheme  to 
silerKe  disrespectful 
speech.” 

-TODD  SHIELDS. 

B0NE.0UTN0T 


James  M.  Hale, 

75,  former  pub¬ 
lisher  of  The  Kansas 
City  (Mo.)  Star,  died 
Jan.  12  in  Denison, 
Tnas. ...  John  McDer¬ 
mott,  86,  former  polit¬ 
ical  editor  at  The 
Miami  Herald,  died 
Jan.  10  in  Fort  Laud¬ 
erdale,  Fla. ...  Robert 
Hunter,  93,  a  50-year- 
plus  employee  of  the 
Daytona  Beach  (Fla.) 
News-Journal,  died 
Jan.  9  in  Port 
Orar^,  Fla.  -  30  - 
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CALIFORNIA 

Cynthia  Schur  to  president  and  publisher  of 
Santa  Maria-based  Pulitzer  Central  Coast 
Newspapers,  which  includes  the  Santa 
Maria  Times  and  The  Lompoc  Record, 
from  president  and  publisher  of  The 
Garden  Island  in  Lihue,  Hawaii. 

INDIANA 

Jason  Sethre  to  general  manager  of  The  La 
Porte  Herald-Argus  from  director  of  circula¬ 
tion  ai  The  Daily  Journal  in  Kankakee,  Ill. 


TENNESSEE 

John  P.  Wilcox 

John  Wilcox,  52,  has  been  named  publisher 
of  The  Commercial  Appeal  in  Memphis, 
where  he  is  the  first  in  the  paper’s  l6l-year 
history  to, hold  that  title.  Previously  general 
manager  and  executive  vice  president,  he 
assumes  a  portion  of  the  duties  held  by 
Editor  and  President  Angus  McEachran, 
who  will  retire  at  year-end.  A  22-year  veteran  of  the  E.W.  Scripps 
Co.,  Wilcox  joined  The  Commercial  Appeal  in  2000  after  serving 
as  president  and  publisher  of  the  Ventura  County  (Calif.)  Star, 

L  _ 

Travolta’s  got  nothing  on  Rick... 

Pioneer  Publishers 

Really  know  how  to  shake  their  booty. 

Congratulations 
Rick  Weaver 
on  Reaching 
Your 

50th  Year 


From  your  fellow  publishers  at  Pioneer  Newspapers 
Pioneemewspapers.com 


MASSACHUSETTS 
Virginia  BucKingham  to  deputy  editorial  page 
editor  at  the  Boston  Herald.  Buckingham, 
most  recently  executive  director  of  the 
Massachusetts  Port  Authority,  succeeds 
Guy  Darst,  who  retired. 

NEBRASKA 

Joel  Long  to  director  of  public  relations 
for  the  Omaha  World-Herald  from 
corporate-affairs  manager  at  the  Omaha 
World-Herald  Co.  Long  succeeds 
ChucK  Wood,  who  retired. 

RHODE  ISLAND 
Gary  Lawrence  to  publisher  of  The  Call 
in  Woonsocket  from  vice  president  of 
marketing  at  Morris  Multimedia  Inc. 
in  Savannah,  Ga.  Lawrence  succeeds 
Paul  V  Palange,  who  remains  publisher 
of  The  Times  in  Pawtucket. 

TEXAS 

Dave  Smith  to  vice  president  at  The  Dallas 
Morning  News.  Smith  remains  executive 
sports  editor  and  deputy'  managing  editor. 

WASHINGTON 
Jamie  Stickel  to  the  newly  created  position 
of  vice  president  of  sales  at  the  Yakima 
Herald-Republic  from  advertising  director. 


NEW  JERSEY 

Frank 
Gargano 

to  president  of 
the  Woodbury- 
based  South  Jer¬ 
sey  Newspapers  Co.  —  including 
The  Gloucester  County  Times  in 
Woodbury,  Today’s  Sunbeam  in 
Salem,  and  the  Bridgeton  News 
—  from  general  manager. 
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Braving  a  boycott  aniJ  litigation.  ‘The  Bakersfield  Californian’ 
brings  its  battle  for  access  to  public  records  to  the  next  level 


Firefighters  in  Kern CocN-n- 
in  California's  San  Joaquin 
V’alle)'  enjoy  a  \vell-deser\  ed 
reputation  throughout  the  West 
for  their  expertise,  equipment,  and  elan. 
Wherex  er  a  wldfire  rages  out  of  control. 
“It's  a  point  of  pride  that  when  things  go 
bad,  the>-  get  the  call."  said  Mike  Jenner, 
\ice  president  and  executive  editor  of  The 
Bakersifield  Californian. 

But  last  spring,  the  Californian  was 
tipped  to  something  the  Kern  Count}'  Fire 
Department  doesn't  crow  about:  Overtime 
has  ballooned  the  pay  of 
many  not-so-high-ranking 
employees  into  the  six 
figures  —  occasionally  well 
into  the  sLx  figures. 

Some  87  fire-department 
employees  below  the  rank  of 
deput}'  chief  earned  more 
than  8100,000  in  2001  — 
and  five  earned  more  than 
8150.000,  staff  writer  Da\in 
McHeniy  reported  in  a  June  11  stoiy.  One 
unidentified  battalion  chief,  whose  dut>'  is 
to  manage  a  single  firehouse,  nearly 
doubled  his  882,835  annual  salary  wth 
878.258  in  overtime  —  giung  him  pay  that 
exceeded  the  salary  of  his  fire-chief  boss. 

In  its  efforts  to  follow  this  stoiy,  the 
independently  owned  Californian  has  riled 
both  Kern  Countx's  public-employee 
unions,  which  last  month  noisily  organized 
a  subscription  boycott,  and  its  board  of 
supervisors,  which  refuses  to  release 
uncensored  public-payroll  information. 

Just  as  fire  departments  in  the  West  are 
thankfiil  for  the  aid  of  Kem  Countv  's  fire¬ 
fighters,  newspapers  everywhere  owe  a  debt 
of  gratitude  to  the  Californian  for  taking  on 


a  public-records  controversy  that  can  be  — 
and  already  has  been  —  easily  twisted  to 
look  like  a  fight  between  a  working  guy's 
privaev'  and  the  media's  idle  curiositv'. 

The  Californian,  after  all.  is  suing  to  find 
out  the  names  and  wages,  with  overtime 
pay,  of  fire-department  employees.  In  a 
televised  rally,  union  leaders  claimed  the 
newspaper's  open-records  request  would 
subject  them  to  everything  from  identity- 
theft  to  home  invasions. 

Those  nonsensical  claims  contrast  with 
the  admirable  job  the  Californian  has  done 
of  keeping  its  focus  on  the 
issues  involved.  As  Jenner 
told  Ef^P,  “Our  point  all 
along  has  been:  Is  this  the 
smartest  way  to  run  a  fire 
department?” 

The  newspaper  knows 
the  only  fair  way  to  pursue 
the  payroll  story  is  to  put 
names  together  with 
overtime  pay  figures  so  it 
can  approach  employees  with  some 
important  questions.  Such  as:  Is  the  over¬ 
time  burning  out  senior  firefighters?  And: 
Do  the  union  rank  and  file  like  this  system 
as  much  as  their  leaders?  One  indication 
they  might  not:  After  the  unions’  appeal 
to  6,500  members,  only  150  to  200 
subscribers  have  canceled  the  Californian. 

Last  month,  the  Californian  won  its 
access  case  in  a  slam  dunk  before  a 
Superior  Court  judge.  Kem  County  is 
appealing  —  but  so  is  the  newspaper.  In  a 
maneuver  that  will  help  papers  all  over  the 
state,  the  Californian  wants  the  appeals 
court  to  issue  a  published  opinion  affirming 
the  public’s  right  to  know  precisely  how 
public  funds  are  spent. 


It.s  pursuit 
of  a  firefighters 
pa\Toll  story 
has  certain 
parties  doing 
a  slow  burn. 
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It’ll  only  hurt  for  a  second;  Digby  Solomon,  general  manager 
of  Chicago  Tribune  Interactive,  was  ready  to  lose  a  quarter  of 
its  page  views  when  the  newspaper’s  Web  site  went  to  regis¬ 
tration.  But  “it  was  a  really  short  blip,  and  it  was  over  quickly. 


By  thinking  the  once-unthinkable  — 
Web- site  registration  as  the  norm  — 
newspapers  are  boosting  Net  revenue 

BY  CARL  SULLIVAN 


IT  ONCE  WAS  THE  WeB  BOGEYMAN.  ThE  IDEA  OF  MAKING 
users  register  before  entering  newspaper  Web  sites  gave 
everyone  the  willies.  Surely  this  would  lead  to  a  huge  drop 
in  audience.  Maybe  The  New  York  Times  could  survive  that, 
and  The  Wall  Street  Journal  could  even  charge  for  access, 
but  those  are  veiy’  special  cases. 

Well,  as  it  turns  out,  the  bogeyman  —  like  Bigfoot  —  should  no 
longer  be  feared.  It’s  nothing  more  than  a  phantom  menace. 
According  to  an  exclusive  E^P  surv  ey,  newspaper  sites  that  built 
up  registration  walls  last  year  have  found  that  readers  didn’t  leave 
in  droves.  In  fact,  several  of  these  papers  now  have  more  online 

visitors  than  they  had  before  requiring  papers  are  sequestering  most  editorial 

registration.  content  in  a  registration-only  area,  leaving 

More  important,  these  sites  are  already  classifieds  and  shopping  sections  open  to 
seeing  new  revenue  as  a  result  of  all;  others  are  selectively  registering  users 

registration,  only  a  few  months  after  they  on  certain  portions  of  their  sites  or  through 

began  to  request  demographic  data  from  contests  and  personalization  features, 
their  users.  “We've  gone  from  zero  dollars  All  of  the  large  papers  that  moved  to 

to  seven  figures  in  2002  —  all  from  full-site  registration  last  year  were 

sponsored  e-mail  products”  that  require  pleasantly  surprised  by  the  overall  impact 

user  registration,  says  Eric  Christensen,  on  traffic.  The  Washington  Post's  site  saw- 

vice  president  and  general  manager  of  traffic  grow  each  month  from  August  to 

Dallas-based  Belo  Interactive  Inc.,  which  October  —  in  spite  of  turning  on  sitewide 
began  requiring  full  Web-site  registration  registration  in  mid-August,  says  Tim 
for  the  first  time  last  year.  Ruder,  vice  president  of  marketing  for 

As  word  of  this  and  similar  successes  Washingtonpost.Nevvsweek  Interactive, 

spreads,  more  publishers  are  gearing  up  to  “We  were  prepared  to  lose  up  to  20%  to 

build  registration  firewalls  this  year,  25%  of  our  page  view  s  during  a  six-month 

including  newspapers  in  the  E.W.  Scripps  transition  period,”  reports  Digby  Solomon, 
Co.,  McClatchy  Co.,  Cox  Enterprises  Inc.,  general  manager  of  Chicago  Tribune 

Media  General  Inc.,  and  Morris  Communi-  Interactive.  Instead,  the  Chicago  Tribune 
cations  Co.  LLC  chains.  In  most  cases,  the  Online  Edition  experienced  only  a  10% 
majoritv'  of  the  papers’  content  will  remain  drop  in  page  views  in  the  first  month  after 

free  of  charge,  but  users  will  be  expected  to  registration  w  as  implemented.  “Then  it 
pony  up  some  personal  information  in  started  climbing  back  up  right  after  that.” 

exchange  for  the  unfettered  access.  Some  Solomon  says.  “It  was  a  really  short  blip. 
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and  it  was  over  quickly.  It  was  much 
better  than  we  expected.” 

At  the  Tribune  Co.’s  Los  Angeles  Times, 
however,  overall  site  visits  are  down  19% 
since  April,  when  the  paper  began  to 
implement  sitewide  registration.  Still,  it 
counts  that  as  a  victory.  “We  feared  a 
much  bigger  hit  than  we  got,”  says  Joseph 
M.  Russin,  assistant  managing  editor 
for  multimedia.  And  the  sections  of 
latimes.com  that  don’t  require  registra¬ 
tion,  such  as  classifieds  and  arts-and- 
entertainment  listings,  continue  to  build 
their  traffic  numbers,  says  Matt  Nakano, 
product  manager  for  the  site. 

Belo’s  four  daily  newspapers  rolled  out 


limited  registration  in  2001  before 
implementing  fiill-site  registration  early 
1  last  year.  On  average,  its  Web  sites 
I  recorded  a  30%  page-view  decline  for 
'  a  few  months  afler  turning  on  full  regis¬ 
tration,  Christensen  reports,  but  then  the 
traffic  came  roaring  back.  Belo  sites  had 
1.2  billion  page  views  last  year,  up  from 
I  990  million  in  2001.  “[Registration] 

'  didn’t  hold  back  our  growth,”  Christensen 
)  says.  “Most  of  our  sites  had  record  years 
I  in  2002.”  And  once  Belo  saw  that  its 
audience  wasn’t  vanishing,  it  accelerated 
!  the  rollout  of  registration  throughout  its 
sites.  “There  was  an  ongoing  concern 
about  the  impact  on  traffic,  and  at  this 


point,  that’s  gone,”  Christensen  says. 

In  Ogden,  Utah,  \he  Standard- 
Examiner  witnessed  a  more  alarming 
post-registration  dip.  Standard.net  was 
getting  about  5  million  page  views  a  month 
before  Aug.  18,  w'hen  it  flipped  the 
registration  switch,  says  Online  General 
Manager  Mark  Shenefelt.  At  the  end  of 
November,  the  site  sank  to  2.5  million  page 
views.  “We  lost  about  a  year  of  growth,”  he 
says,  but  traffic  has  started  to  surge  upward 
again.  And,  he  adds,  “What  we  lost  is 
transient  traffic,  which  probably  isn’t  as 
important  as  who  we’re  getting  now  .” 

The  Bangor  (Maine)  Daily  News  had 
about  2.5  million  page  views  in  May, 
before  adding  site  registration.  After  a 
big  preliminarv’  drop,  page  views  have 
now  leveled  out  at  about  2  million,  says 
Tim  Archambault,  nevv-media  coordinator 
for  the  paper. 

Whatever  the  final  impact  on  audience, 
virtually  all  of  the  executives  contacted  say 
they’d  gladly  take  these  traffic  declines  in 
exchange  for  what  they’ve  gained  (real 
data  about  their  users,  who  are  more  loyal 
and  more  active)  and  what  they  expect  to 
gain  (an  advertising  payoff). 

rhv  ties  that  hiait 

“The  benefits  are  already  .starting  to 
accrue,”  savs  Mike  Silver,  vice  president 
of  strategv'  and  development  at  Tribune 
Interactive,  which  has  registered  1,587,000 
users  in  Los  Angeles  and  1,035,000  in 
Chicago.  One  of  the  happy  benefits  of 
registration:  increased  and  longer  visits  by 
users.  “We’ve  made  huge  leaps  in  the 
number  of  times  that  people  visit.”  Silver 
says.  “We’ve  formed  a  tighter  bond  with 
our  users.”  The  theorv’  is  that  once  a  person 
takes  the  time  to  register,  he  or  she  will 
develop  stronger  affinitv’  for  the  site. 

For  a  long  time,  chicagotribune.com 
was  stuck  at  an  average  of  2.5  visits  a  user 
each  month.  Since  the  advent  of  registra¬ 
tion,  the  average  user  comes  six  times  a 
month,  Solomon  says.  “They’re  spending 
twice  as  much  time  as  they  were  on  our 
site,  and  they're  viewing  twice  as  many 
pages  as  they  used  to,”  he  adds. 

As  expected,  registration  has  shown  that 
the  majoritv’  of  Web  users  aren’t  print 
subscribers.  Belo’s  The  Dallas  Morning 
Neu's  has  found  that  only  25%  of  its 
registered  Web  users  are  readers  of  the 
newspaper.  This  number  confirms  that 
DallasNevvs.com  is  “a  veiy  significant 
extension  of  the  audience  for  content  and 
for  advertisers,”  Christensen  says.  And 
about  a  third  of  the  nonprint  readers  live 
within  the  {continued  on  page  20} 


Cybersecurity  Journalism  Award 

Sponsored  hy: 

The  Center  for  Computer  and  Communications  Security  (C3S) 
Carnegie  Mellon  University’s 
Electrical  and  Computer  Engineering  Department 

The  Cybersecurity  Journalism  Award  will  be  presented  to  one  print  and  one 
broadcast  writer  who  has  done  the  most  to  educate  the  public  by  giving  readers 
and  viewers  a  better  understanding  of  America's  ongoing  w  ar  against  terrorism. 

The  Cybersecurity  Journalism  Award  is  sponsored  by  Carnegie  Mellon 
University's  Center  for  Computer  and  Communications  Security  (C3S».  a 
multidisciplinary  academic  center  charged  with  tackling  the  challenges  related 
to  Internet  security,  data  storage  and  privacy  issues  stemming  from  America's 
ongoing  war  against  terrorism. 

The  presentation  of  the  awards,  including  a  cash  prize  of  S2..‘i(X)  each  for 
winners  in  both  the  print  and  broadcast  categories,  will  take  place  at  an  event  at 
the  National  Press  Club  in  Washington.  D.C. 

Entry  Guidelines-  C.3S  recommends  that  nominations  include: 

1.  a  nomination  letter  outlining  the  nature  of  the  submissions 

2.  a  collection  of  stories  or  broadcasts  presented  in  a  normal  notebook  style 

3.  in  a  separate  section,  add  pertinent  back-up  materials  or  additional  stories 

4.  three  copies  of  each  entry  is  required 

5.  stories  or  broadcasts  must  have  been  published  after  September  1 ,  2001 
Deadline  for  receipt  of  entries  is  August  1,  2003. 

The  panel  of  judges  is  chaired  by  Dr.  Pradeep  Khosla.  director  of  C3S.  and 
Susan  Bennett,  director/international  exhibits  at  the  .Newseum.  the  first 
interactive  museum  of  news.  Bennett  is  a  veteran  editor  and  reporter  w  ho  spent 
24  years  covering  foreign  affairs,  national  politics.  Congress  and  government 
agencies  in  Washington.  D.C. 

Send  Entries  to:  Ms.  Christine  Swaney 
College  of  Engineering 
Carnegie  Mellon  University 
3(KX)  Forbes  Ave. 

Scaife  Flail.  Rottm  1 18 
Pittsburgh.  Pa.  15213 
412-268-5776 
swaney  @  andrew.cmu.edu 
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EDITOR^PUBLISHER 


Phone:  1-888-825-9149  ' 


-  Fax :  (646)  654-5312 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-FEATURES  AVAILABLE- 


MOVIE  REVIEWS 


MOVIE  REVIEWS  witti  photos.  Video  Guide, 
Star  Interviews,  Book  &  Music  Reviews. 
Low  weekly  rates.  Cineman  Syndicate: 
(914)  967-5353  cineman@frontiernet.net 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/1909)  929-1 169 


-ANNOUNCEMENTS- 


ANNOUNCEMENTS 

WANT  TO  BUY  directories,  trade  journals, 
or  niche  publications.  Contact  P.O.  Box  644 
Toledo,  OH  43601. 

_ EDUCATION _ 

WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  tour- 
nalist?  The  World  Journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  the  year  in  New  York  City,  Wash¬ 
ington,  DC,  Los  Angeles  and  Asheville,  NC. 
Academic  credit  is  available.  Check  us  out  at 
www.wortdii.com  We  may  be  right  for  you. 

NEWSPAPER  APPRAISERS 

APPRAISALS/BROKERAGE 
Call  Dick  Bnggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

WHATS  YOUR  PAPER  WORTH?? 

Free  Confidenbal  Valuation  at 
www.mediamergers.com 
W.B.  Gnmes  &  Co.,  (301)  253-5016 
America's  leading  appraisers  -  Est.  1959 

NEWSPAPER  APPRAISERS 


-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


America's  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett.  South  (828)  749-6397 
Doug  Hebbard,  Midwest 
(847)  356-7675 
John  Szefc,  Northeast 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 

Bill  Eubank,  SouthwesVSouth/Ptains 
(832)  594-8263 
www.mediamergers.com 

80LITH0  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
‘A  tradibon  of  service  to 
community  newspapers’ 

(580)  421-9600 
P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 

C.  BERKY  &  ASSOCIATES,  lf^~ 
Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
123  NW  13th  St..  Suite  214-7 
Boca  Raton,  R.  33432 

GAUGER  MEDIA  SERVICE.  INC. 
Appraisals,  Mergers,  Acqusitons 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-98% 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Surte  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  303283236 
(404)  9987088  Fax  (404)  9987089 

Lon  W.  Williams 

NEWSPAPER  APPRAISERS 


Brokers  and  appraisers  for  80  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 

Joint  riitif  *  Jutt  Hicks 

Tom  Karavakis  •  Gary  Greene  (  I  1^  1^ 

&  ASSOCIATES 


PubWction  Broli*r«g@  4  Appr»i«@l 


104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 


NEWSPAPER  BROKERS 

Leader  in  Sale 
of  Community  K.  w  4 
Newspapers 

Check  our  references 
(214)  265-9300 
Kickenbacher  IVfedia 


MICHAEL  D.  LINDSEY 
www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-00 

www.editorandpublisher.com 


NEWSPAPER  BROKERS 
GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 


NEWSPAPERS  FOR  SALE 


NICHE  MARKET.  WELL  established,  low 
overhead  newspaper  in  South  East  Flon- 
da.  $150,000.  Owner  retiring.  Contact 
Jack  Zollinger  at  (239)  596-8200  or  visit 
www.vmaples.com. 

TABLOID-SIZE  MONTHLY  in  Big  Bend  of 
Texas  seeks  buyer  to  expand  readership, 
advertising  to  wider  region.  Marathon  Gazette 
began  publication  two  years  ago  and 
was  2002  finalist  in  Dallas  Press  Club 
awards  for  ‘best  neighborhood  newspaper 
under  15,000  circulabon."  A  desert  town 
with  thriving  artisfs  community  near  Big 
Bend  nahonal  park.  Marathon  was  named 
38th  on  Men's  Journal  list  of  ‘50  best 
places  to  live  in  U.S.’  in  March  2002.  Call 
(915)  388901 1  for  further  information. 

For  a  list  of  Properties,  for  sale  go  to 
www.med'iamergers.com 
W.B.  Gnmes  &  Co.-  Est.  1959 

EAST  TEXAS  WEEKLY,  growing  area, 
large  beautiful  lake,  larger  towns  nearby, 
metro  two  hours  away.  Bill  Berger,  Associ¬ 
ated  Texas  Newspapers.  (512)  4783950, 
1801  Exposition,  Ajstm,  TX  78703. 

NEWSPAPERS  WANTED 

WANTED  TO  PURCHASE:  Small-town 
newspapers  with  paid  circulation  4,000  or 
above  by  award-winning  non-public  group 
that  will  treat  your  employees  and  your 
community  as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 
770  Broadway,  7th  FI.  NY.  NY  10003 


EQUIPMENT  FOR  SALE 

FOR  SALE:  URBANITE  folder/100  HP 
drive/motor  S31,0(X)  (w  UPPER  FORMER 
$44,000)  John  Newman  (913)  6484195 

_ MAILROOM _ 

BUY/SELL/ALL  MAILROOM  E(}UIPMENT 
Muller  Martmi/Rima/IJuipp 
Hams/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-%56 

NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  -  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors,  Vice  President  of  S^s 
Phone:  (508)  8587945 
Fax:  (508)  8587951 
tconn3317@aol.com 


-EQUIPMENTS  SUPPLIES- 


visit  our  website 
www.eclitoranclpublisKier.com 


NEWSRACKS 


Cal  Now  (800)  243-3899 
Fax  (818)  784-5872 

NATIONAL  NEWSVEND 

7324  Groeabusii  IVMwe 
NH,CA,  81805 


CURRENTLY  AVAIIABLE  FROM  INLAND 

*5-unit  HARRIS  1660  with  double  2:1 
folder,  five  MEG'S  -  price  reduced. 

•  44Jnit  GOSS  METRO  OFFSET  22  ae' 
cut-off  with  a  13-side  half  deck. 

•AdcFon  1000  series  GOSS  URBANITE 
units. 

•7-unit  GOSS  SC  press,  clean  and  in 
good  condition. 

•8unit  GOSS  COMMUNITY  -  new  75HP 
drive  in  “98. 

•  8-unit  WEB  LEADER  with  2  stacked  posi¬ 
tion  umts. 

•  HARRIS  V15A  A  V15C,  NEWS  KING, 
and  WEB  LEADER  equipment. 

Inland  Newspaper  Machinery  Corp. 

P.O.  Box  15999,  Lenexa.  KS  66285 

(913)  492-9050  •  Fax  (913)  492-6217 
www.inlandnews.com 


PRESSES 

•  Goss  3:2  Folders  23  9/10*,  22  3/4’, 

22*.  21  l/r.  21" 

’  New  or  Rebuild  Goss  R.T.P.  42’  -f  45’ 
•  (jOSS  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


WEB  PRESSES  A  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  6482856 


-INDUSTRY  SERVICES- 


CIRCULA-nON  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cuttmg-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  9588475 
www.metro-news.com 
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-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


CIRCULATION  III  PROMOTIONS,  INC. 

Your  telemarketing  partner  Into  the  21st 
century  Bob  Price:  (949)  760-3939 
Circulationiii.com 

LEVIS 

ALL  YOU  NEED  TO  KNOW 
ABOUT  NEWSPAPER 
TELEMARKETING 

Starts/NIE  Fundralsing/Stop  Saver 
(800)  884-9511 
Email:  thelevisco@aol.com 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 

WESTPARK  DIRECT 

Intelligent  Circulation  Marketing 

www.westparkdirect.com 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


-HELP  WANTED- 


ACADEMIC 


ASSISTANT  OR  ASSOCIATE  PROFESSOR 
OF  NEWSPAPER  JOURNALISM 
A  minimum  of  five  years  experience  as  a  re¬ 
porter  or  editor  on  a  daily  newspaper;  a 
Master's  in  journalism/communication  re¬ 
quired;  Ph.D,  preferred.  Teaching  experience, 
advising  a  campus  newspaper  and 
working  with  online  newspapers  are  pluses. 
Minimum  salary:  $42,000,  9  months.  Send 
letter  of  interest  and  resume  to  School  of 
Journalism  and  Graphic  Communication, 
Florida  A&M  University,  Tallahassee,  FL 
32307,  Attention:  Robert  M.  Ruggles,  Dean. 
Application  deadline  2/28/03 


ACADEMIC 


TENURE-TRACK  FACULTY  POSITION:  i 

JOURNALISM  ! 

San  Francisco  State  University  j 
The  SFSU  Journalism  Dept,  seeks  full-time  j 
tenure  track  faculty  member  with  varied  i 
journalistic  background  to  teach  writing,  re-  ■ 
porting,  editing,  survey  courses;  advise  stu¬ 
dent  publications.  Requirements:exceptional 
professional  experience  (six  years  or  more); 

:  B.A./B.S.,  M.A.  or  Ph.D.;  demonstrated  abil¬ 
ity  to  perform  in-depth  journalism  and/or 
traditional  scholarly  research;  vision  to  inte¬ 
grate  new  media  and  diversity  in  journalism 
studies;  evidence  of  successful  journalism 
teaching.  Rank:Assistant  Professor.  Salary 
:  competitive,  commensurate  with  qualifica- 
j  tions.  Send  cover  letter,  curriculum  vitae, 
sample  reporting  class  syllabus,  seven  ex¬ 
amples  of  recent  published  professional  | 
work,  three  recommendation  letters.  Direct  i 
applications  to  John  Burks,  Dept.  Chair,  ! 
Journalism,  SFSU,  1600  Holloway  Avenue,  : 
San  Francisco,  CA  94132.  Application  ' 
.  review  begins  February  19,  2003,  j 

'  continuing  until  position  is  filled.  SFSU  is  an 
AA/EO  Employer.  Further  info: 

http://vi/ww.journalism. sfsu.edu 


ADMINISTRATIVE 


GENERAL  MANAGER 

The  Pioneer  Group,  a  progressive  north¬ 
western  Michigan  publishing  group  is  seeking 
experienced  person  to  assume  the  position  of 
General  Manager  of  the  Manistee 
News  Advocate  and  it's  associated  west- 
'  shore  publications. 

Ideal  candidates  will  possess  a  strong  work 
history,  reflecting  leadership,  motivational 
and  interpersonal  skills,  and  will  be  able  to 
lead  a  management  team  toward  a 
1  common  goal.  A  strong  community- 
■  customer  focus  is  essential. 

I  The  News  Advocate  is  a  daily  newspaper  lo¬ 
cated  on  the  shores  of  Lake  Michigan  in  the 
I  historical  Port  City  of  Manistee.  The  area  is 
:  a  fishing  and  hunting  mecca,  a  paradise  for 
'  the  water-lover  and  boasts  a  progressive 
’  school  system.  The  GM  position,  which 
]  could  lead  to  that  of  publisher,  oversees 
i  the  six-day  daily,  the  weekly  Benzie  County 
I  Record  Patriot  in  Frankfort,  two  shopping 
!  guides  and  various  niche  publications.  Salary 
'  is  commensurate  with  Inland  projections 
and  experience  and  includes  a  full  benefit 
package. 

'  Consider  joining  our  family-owned  employee 
friendly  company  in  beautiful  northwest 
Michigan. 

Send  letters  of  interest  and  resume  to: 

Cheryl  Rosen,  Human  Resources  Manager 
The  Pioneer  Group 

502  N.  State  Street,  Big  Rapids,  Ml  49307 
;  All  applications  will  be  held  confidential. 


PUBLISHER  wanted  for  east  coast  business 
weekly  newspaper.  Seeking  highly  moti- 
i  vated  individual  to  grow  small  operation.  , 

[  Terrific  opportunity  for  Advertising  profes-  i 

I  sional.  Send  resume  and  salary  requirements  ^ 
'  to  Box  3197,  Editor  &  Publisher  - 

Classified,  770  Broadway,  7th  Floor,  NY,  i 

NY  10003orE-mailecnpprv@aol.com. 


-HELP  WANTED- 


ADMINISTRATIVE 


SHOPPER  GM/SALES  MANAGER  for  a  pair 
of  Midwest  Zone  7  publications.  National 
parent  company.  Full  range  of  benefits,  in¬ 
cluding  401(k).  EOE. 

Resume  and  letter  of  application  to: 

Box  3199 ,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003. 


ADVERTISING 


ACCOUNT  EXECUTIVE 

Media  Marketing,  developers  of  industry 
leading  imMEDIAte  sales  presentation  soft¬ 
ware,  seeks  sales  professionals  for  our 
east  and  west  coast  territories.  Media  sales 
experience,  excellent  presentation  skills, 
proficiency  with  major  software  programs 
required.  Contact:  Allyn  Hallisey,  E-mail  at 
Jobs@immediatesfa.com.  Check  out  our 
website  for  more  info  at: 

www.immediatesfa.com 
Media  Marketing  is  an  EOE 


Advertising  Account  Executive 
RECASS  COOP  MANAGER 
The  Coeur  d'Alene  Press  is  offering  a  man¬ 
agement  position  in  our  display  advertising 
department.  The  candidate  will  bring  a 
background  of  co-op  advertising  along  with 
computer  skills  necessary  to  be  a  research 
facilitator  for  an  aggressive  and  busy  staff. 
Our  company  relies  on  exceptional  customer 
service,  strong  presentation  skills,  and 
the  ability  to  maintain  a  superior  record  of 
reaching  goals.  Candidate  must  demonstrate 
the  ability  to  assist  the  Advertising  director  in 
building  a  cohesive  and  motivated 
team  that  consistently  excels  and  achieves 
success. 

This  challenging  and  exciting  opportunity  re¬ 
quires  the  ability  to  implement  and  execute 
innovative  strategies  to  enhance  revenue. 
Time  management  and  effective  planning  is 
paramount.  You  must  be  a  team  player  fo¬ 
cusing  on  the  overall  success  of  the  news¬ 
paper. 

Annual  compensation  of  $45,000 
base/commission  along  with  benefits, 
401(k).  Opportunity  for  accelerated  career 
for  individual  with  ability  and  ambition. 
Respond  with  hand  written  cover  letter,  re¬ 
sume  and  references  to: 

Rena  Tintinger,  Advertising  Director 
Coeur  d'Alene  Press 
Box  7000 

Coeur  d'Alene,  ID  83816 
Or  FAX:  (208)  7654263 
Or  E-mail:  rtintinger@cdapress.com 


ADVERTISING  SALES  MANAGER 
Come  grow  with  us  in  beautiful  upstate 
South  Carolina.  Daily  Newspaper/Shopper 
group  seeks  an  aggressive  Sales  Manager. 
This  position  is  responsible  for  all  hiring, 
training  and  selling  within  the  advertising  de¬ 
partment.  The  successful  candidate  should 
have  at  least  3  years  of  successful  advertis¬ 
ing  sales  experience.  Generous  compen¬ 
sation  package.  E-mail  resume  to  pub- 
lish@daiiyjm.com  or  fax  to  (864)  882-2381 
to  the  attention  of  Publisher. 


ADVERTISING 


ADVERTISING  DIRECTOR 
The  Centre  Daily  Times,  a  Knight  Ridder 
;  newspaper  in  State  College,  PA,  aspiring  to 
be  one  of  the  nation's  best  small  newspapers 
j  (circ  25,000,  daily  33,000  Sunday), 

I  needs  an  Advertising  Director  to  continue 
'  consistent  growth  in  market  share.  We 
were  named  2002  Newspaper  of  the  Year 
I  in  Pennsylvania,  and  increased  daily  and 
I  Sunday  circulation  in  2002.  Our  two  most 
I  recent  directors  received  promotions  within 
j  Knight  Ridder,  but  we  would  be  just  as  happy 
with  longer  tenure  here.  Preferred  candidate 
!  will  have  a  college  degree,  five  years 
j  management  experience,  newspaper  adver- 
j  tising  experience,  strong  analytical  skills 
j  and  a  knowledge  of  online  advertising. 

!  Only  qualified  candidates  send  resume  to 
j  Centre  Daily  Times,  Attn:  Karen  Mrsa,  3400 
East  College  Avenue,  State  College,  PA 
I  16801  or  E-mail  kmrsa@centredaily.com. 


I  ADVERTISING  DIRECTORS 

i  Community  Newspaper  Holdings,  Inc.,  a 
six-year-old  company  with  106  daily  news- 
j  papers,  seeks  advertising  directors  to  help 
I  our  company  continue  its  success. 

i  We  are  looking  for  energetic  professionals 
*  with  proven  track  records  in  successful 
;  newspaper  advertising  sales  or  sales  man¬ 
agement.  CNHI  offers  highly  competitive 
earning  potential  based  on  ability  and  per¬ 
formance,  including  bonuses  and  a  compre- 
,  hensive  benefits  package. 

!  Successful  directors  lead  our  advertising 
staffs  in  new  business  development,  profes¬ 
sional  sales  planning,  training  and  superior 
customer  relations.  Your  strengths  also  will 
include  budgeting,  forecasting,  new  product 
development  and  implementation,  analytical 
:  problem  solving  and  public  relations  skills. 

The  candidates  we  are  seeking  will  also 
possess  excellent  communication  skills 
(oral  and  written)  and  be  able  to  perform 
basic  computer  skills  (Excel,  Word, 
PowerPoint  and  Internet). 

Qualified  applicants  will  have  a  bachelors 
degree  and/or  work  equivalent  experience 
of  at  least  two  years  in  newspaper  sales 
and  demonstrate  a  good  knowledge  of  ad¬ 
vertising  procedures,  both  retail  and  classi¬ 
fied  department  operations. 

;  If  you  want  to  learn  more  about  this  excellent 
.  opportunity  and  pursue  joining  our 
!  other  employee  owners,  please  send  letter, 
;  resume,  references  and  salary 
requirements  to: 

Jack  Robb 
CNHI 

3500  Colonnade  Parkway  Suite  600 
Birmingham,  AL  35243 
Or  E-mail:  jtrobb@cnhi.com 
'  No  Phone  Calls,  Please. 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 

LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 
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-HELP  WANTED- 


ADVERTISING 


ADVERTISING  SALES  MANAGER 

Our  group  includes  a  community  daily  news¬ 
paper,  published  Monday  through  Saturday, 
two  shoppers  and  two  weekly  publications, 
and  we  are  looking  for  the  right  individual 
with  strong  leadership  capabilities  to  lead 
our  advertising  staff  of  10  sales  people  and 
support  staff. 

The  ideal  candidate  will  possess  strong  cre¬ 
ative,  organizational,  and  communication 
skills.  Individual  needs  to  be  multi-task  ori¬ 
ented,  motivating,  loyal  and  committed  to 
making  all  of  our  publications  successful. 
Must  also  be  able  to  sell,  develop  presenta¬ 
tions,  train,  coordinate  projects,  and  main¬ 
tain  excellent  customer  relations. 
Knowledge  and  experience  in  retail  and 
classified  advertising  a  plus. 

Our  company  is  a  family  owned  communi¬ 
cations  company  with  several  other  daily, 
weekly,  and  broadcast  holdings  located  in 
Zone  5.  Position  reports  directly  to  the 
Vice  President  and  General  manager.  At¬ 
tractive  base  salary  commensurate  with  ex¬ 
perience  and  qualifications  will  be  offered  in 
addition  to  an  incentive  plan. 

Benefits  include  major  medical  and  dental 
coverage,  flex  spending  plan,  401(k)  and 
profit  sharing.  Please  send  resume  and 
cover  letter  including  salary  history  and  re¬ 
quirements  to: 

Box  3178,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


ADVERTISING  SALES  MANAGER 
The  Islamorada  &  Key  Largo  Free  Press  has 
an  immediate  opening  for  a  Sales  Manager. 
Previous  sales  management  experience 
preferred.  Must  be  able  to  manage  and  mo¬ 
tivate  a  sales  team.  Knowledge  of  MS 
Office  and  general  computer  skills  required. 
Responsibilities  include  developing  sales 
proposals,  sales  packages  and  developing 
and  executing  promotions.  Ability  to  meet 
deadlines  and  reliable  transportation  re¬ 
quired.  Please  send  confidential  resumes  to 
sales@keysnews.com.  Position  is  based  in 
Islamorada,  Florida. 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


Visit  our  wUisite  at 
w  vv  w.  e  tl  i  1 0  r  a  lul  p  11  b  1  i  s  h  e  r.  c  0  m 


www.editorandpublisher.com 


ADVERTISING 


ASSOCIATE  PUBLISHER 
The  San  Fernando  Valley  Business  Journal 
has  an  immediate  opening  for  the  position 
of  associate  publisher.  The  associate  pub¬ 
lisher  serves  as  the  general  manager  of  the 
business,  and  is  accountable  for  the  financial 
health  and  overall  success  of  the  business. 
The  San  Fernando  Valley  Business  Journal  is 
located  in  the  greater  metropolitan  area  of 
Los  Angeles  County  with  1.6  million  residents 
and  over  70,000  local  and  national 
businesses.  The  San  Fernando  Valley  Busi¬ 
ness  Journal  is  part  of  the  California  Business 
Journals  which  also  includes  the  Los 
Angeles  Business  Journal,  Orange  County 
Business  Journal,  and  the  San  Diego  Busi¬ 
ness  Journal. 

The  San  Fernando  Valley  Business  Journal 
offers  a  competitive  compensation  and  ben¬ 
efits  package.  Qualified  applicants  should 
send  a  resume  and  salary  history  to: 

Matt  Toledo,  President  &  Publisher 
Los  Angeles  Business  Journal 
5700  Wilshire  Blvd.,  Suite  170 
Los  Angeles,  CA  90037 
E-mail  to:  mtoledo@labusinessjournal.com 
FAX  to:  (323)  634^885 
Please,  no  phone  calls. 


CORPORATE  ACCOUNT  SALES 

Latino  Publications  of  America  is  a  dynamic 
new  newspaper  company  based  in  the  Chi¬ 
cago  area  and  publishing  Hispanic  newspa¬ 
pers  in  multiple  markets.  Each  of  our  publi¬ 
cations  has  a  long  history  of  serving  Hispanic 
consumers  in  their  markets. 

We  have  the  following  exciting 
opportunities: 

•Corporate  and  Local  Advertising  Sales 
•Distribution  Management 
•Editorial 

•Production/Graphic  Design 

If  you  wish  to  join  our  dynamic  team  of  in¬ 
dustry  professionals  and  be  part  of 
reaching  the  largest  growth  market  in  the 
US,  please  contact: 

Larry  Maynard,  CEO 
Skip  Westerhold,  Chairman 
Latino  Publications  of  America 
184  Shuman  Blvd.,  Suite  200 
Naperville,  IL  60563 
FAX  (630)  717-2841 

E-mail:  latino.publications@worldnet.att.net 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


“Happiness  lies  in  the  joy  of 
achievement  and  the  thrill  of 
creative  effort.” 

-  Franklin  Delano  Roosevelt 


ADVERTISING 


SALES  DEVELOPMENT  MANAGER 

The  Arizona  Republic,  Gannett’s  largest 
daily  metropolitan  newspaper,  has  an  exciting 
opportunity  for  a  dynamic  leader  in  our 
Advertising  Sales  Development  Department. 
This  position  will  play  a  pivotal  role  in  the 
development  and  launch  of  new  products 
and  in  the  ensuring  that  we  have  a  highly 
trained  and  developed  sales  force.  Accord¬ 
ingly,  this  manager’s  primary 
responsibilities  will  include  but  not  be 
limited  to  assessing,  designing,  implementing 
and  administering  comprehensive 
training  initiatives  for  existing  and  new  prod¬ 
ucts  and  to  all  levels  of  sales  staff.  This 
manager  will  also  work  with  Human  Re¬ 
sources  to  augment  sales  training, 
recruiting  and  retention  initiatives  for  the 
Advertising  Department. 

This  person  will  possess  expert  knowledge 
of  all  aspects  of  newspaper  adverbsing 
sales  and  competitive  media  to  include  the 
sales  of  the  following  revenue  streams: 
core  product(s),  digital  media,  solo  mail, 
database  advertising,  custom  publishing 
and  niche  products.  The  individual  will  have 
demonstrated  the  ability  to  utilize  and  effec¬ 
tively  disseminate  this  knowledge  to  lead 
sales  staff  to  achieve  revenue  goals.  This 
person  will  have  solid  experience  in  the  suc¬ 
cessful  development  and  launch  of  new 
product  developments. 

Qualified  candidates  will  have  Bachelor's  de¬ 
gree  and  a  minimum  of  six  years  of  pro¬ 
gressive  advertising  and  or  marketing  expe¬ 
rience.  The  ideal  candidate  will  be  or  have 
been  a  sales  manager  for  a  medium  or  larger 
sized  newspaper.  Must  possess  the 
demonstrated  ability  to  conduct  needs  as¬ 
sessments  from  beginning  to  end  and 
utilize  that  information  to  build  a  dynamic 
solution  based  sales  presentations.  Formal¬ 
ized  training  in  designing  and  implementing 
adult  learning  programs  and/or  experience 
is  highly  desirable.  Candidates  will  possess 
excellent  communication,  presentation,  or- 
ganizabon  and  interpersonal  skills.  The  ability 
to  work  well  under  the  pressure  of  deadlines 
and  handle  multiple  priorities  is  necessary. 
Must  possess  solid  computer  skills, 
including  Microsoft  Word,  Excel  and 
PowerPoint. 

The  Arizona  Republic  provides  competitive 
salaries  and  a  comprehensive  benefits 
package.  Candidates  with  the  above  qualifi¬ 
cations  and  the  desire  to  join  a  dynamic 
team  should  submit  resume  and  salary  re¬ 
quirements  to: 

sara.reinstein@pni.com 
The  Arizona  Republic  is  an  equal 
opportunity  employer  and  a  drug-free 
workplace. 


CIRCULATION 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
WWW.  boonenewspapers.  com 

CIRCULATION  DIRECTOR  -  21,000  PA  daily 
seeks  hands-on  marketing  and  operational 
professional  who  can  grow  home  delivery 
and  single  copy.  Knowledge  of  ABC  and  prior 
experience  essential.  Fax  or  E-mail 
resume,  salary  history  and  cover  letter  to: 
Lebanon  Daily  News  (717)  270-9501 
Or  DLSmith@LDNews.com 


CIRCULATION  DIRECTOR 

Sacramento  Business  Journal  (ACBJ  chain) 
seeks  a  circulation  director  with  dynamic 
sales  approach  -i-  great  facility  with 
numbers,  analysis  for  opportunibes,  on-line 
skills.  13K  paid,  99%  mail.  Manage  staff  of 
three  doing  phone  sales,  plus  one  fulFbme, 
one  part-bme  assistant.  Strong  management 
team,  great  environment,  established 
success  in  the  market.  Visit  our  website. 
Electronic  edibon  to  come.  Seeking  candi¬ 
date  who  will  take  paid  readership  to  the 
next  level  in  growing  U.S.  metro  area.  Com¬ 
petitive  package,  good  benefits.  E-mail  re¬ 
sume  plus  salary  expectabon  to: 

rsiden@bizjcxjrnals.com 


CIRCULATION  DIRECTOR 
Successful  New  England  severHiay  newspa¬ 
per  with  12,000  circulation  is  seeking  a  cir- 
culabon  director  who  can  walk  in  and  get 
the  job  done.  No  room  for  rookies,  ff  you 
have  the  credentials,  please  oubine  them  in 
your  cover  letter  and  resume  and  send  to: 
Box  3184,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 


CIRCULATION  DIRECTOR 
USA  TODAY  IS  looking  for  a  seasoned  pro¬ 
fessional  with  a  strong  emphasis  on  single 
copy  sales  to  lead  our  circulation  team  in 
the  Michigan  and  Ohio  areas.  This  posibon, 
based  in  our  Deboit  office,  will  manage  a 
staff  of  20  field  managers  in  the  regional 
and  two  satellite  offices.  Requirements  in¬ 
clude  experience  in  strategic  planning  and 
implementation  with  a  keen  focus  on  sales. 
Must  have  a  proven  back  record  in  sales, 
service  and  collections  and  also  be  able  to 
demonstrate  past  results  developing  and 
coaching  staff  to  excellence.  No  phone 
calls,  please.  Send  resume  and  salary  re¬ 
quirements  to: 

dethotel@usatoday.com 
Subject:  E&P  Posibon 


ART/GRAPHICS 


DESIGN  EDITOR:  Visually  lead  7  papers  and 
live  on  the  ocean.  Seacoast  Newspapers, 
publishers  of  the  Portsmouth  (NH)  Herald, 
seeks  a  graphics  artist/designer  who  wants 
to  make  bieir  mark.  This  person  must  be  a 
maesbo  of  visual  storytelling.  Great  salary. 

Call:  Mike  Conneliy,  Execubve  Editor 
(603)610-1113 


“Showing  up  is  80  percent  of 
life.” 

-  Woody  Allen 

JANUARY  20,  2003 


CIRCULATION  DIRECTOR 
MediaNews  Group,  publisher  of  50  daily 
newspapers,  is  seeking  quality  Circulabon 
Execubves  to  lead  the  circulation  operabons 
of  community  newspapers  in  Vermont 
and  Pennsylvania.  Both  of  these  positions 
require  sbong  markebng  and  operational 
skills  and  include  budgebng  and  financial  re¬ 
sponsibilities.  For  consideration  please  fax 
or  mail  cover  letter,  including  salary  history, 
and  resume  to: 

MediaNews  Group,  Attn:  Trisha 
1560  Broadway,  Suite  2100 
Denver,  Colorado  80202 
FAX:  (303)  563-6366 
No  phone  inquiries  please 
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CIRCULATION 


CIRCULATION 


SENIOR  LOGISTICS  MANAGER 

With  Newspaper  Experience  in 
Distribution/Circulation 
Los  Angeles,  CA 


Ryder  System,  Inc,  a  global  leader  In  logistics  and  transportation  solutions  has  an 
exciting  opportunity  for  a  Senior  Logistics  Manager  in  Los  Angeles,  CA.  If  you  are 
ready  for  new  challenges  and  the  opportunity  to  build  a  career  with  a  leader  this  is  it 

As  the  Senior  Logistics  Manager  you  will  provide  strategic  leadership,  with  P&L  re¬ 
sponsibility,  for  Ryder’s  management  and  employee  team  working  at  three  customer 
printing/distribution  sites  located  in  Los  Angeles,  Costa  Mesa  and  Northridge,  CA  in 
a  7day/week  operation.  Some  of  the  specific  areas  of  responsibility  will  include: 

•  Account  Management 

•  Coordination  of  the  transportation  operations  of  a  major  account 

•  Customer  Service  satisfaction 

•  P&L  accountability 

•  Management  of  drivers 

•  Employee  relations  and  development  in  a  unionized  labor  environment 

•  Safety/DOT  regulations 

•  Equipment  Utilization 

Effective  management  of  this  Ryder  account  will  include  working  closely  with  the 
customer  on  short  and  long-term  transportation  issues  involving  process  improvement, 
cost  reduction,  and  service  performance  tracking. 

Bachelor’s  degree  in  business,  logistics,  organizational  development,  transportation 
or  related  field  with  5  years  experience  in  transportation  management  is  required. 
Verifiable  experience  managing  a  large  unionized  hourly  workforce  is  required.  The 
successful  candidate  must  be  able  to  work  in  a  multi-tasking  environment  and  possess 
strong  communication  and  analytical  abilities  together  with  proven  skills  In  customer  serv¬ 
ice,  process/financial  management  and  PC  proficiency.  Ryder  provides  an 
excellent  compensation  package,  which  includes  a  full-featured  benefit  package. 

Please  E-mail  your  resume,  with  salary  history  to: 

gaiLhantelmann@ryder.com 
Please  reference  Job  Code  GH-1254  on  your  resume 

Ryder  is  an  EOE  committed  to  workplace  diversity.  Drug  testing  is  a  condition  of  em¬ 
ployment  with  Ryder. 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identitication 


CIRCULATION 


SALES  DEVELOPMENT  MANAGER 
The  Tennessean  Circulation  Sales  and  Mar¬ 
keting  Department  is  looking  for  a  goal  ori¬ 
ented  individual  to  seek  out  new  sales  outlets 
at  traditional  and  non-traditional  newspaper 
sales  outlets.  This  position  will  be  responsible 
for  developing  relationships  and 
partnerships  with  retail  outlets,  hotels,  hos¬ 
pitals,  apartments  and  other  non-traditional 
newspaper  sales  outlets  throughout  the 
Tennessean  distribution  area  to  increase 
our  visibility,  availability  and  readership.  If 
you  have  experience  in  product  distribution, 
retail  relations,  circulation  sales  or  other 
merchandise  promotions  this  position  could 
be  right  for  you. 

Must  be  proficient  in  Microsoft  Office  and 
able  to  learn  other  software  as  necessary. 
Bachelor’s  degree  in  sales  and  marketing 
or  related  field  or  equivalent  sales  and  mar¬ 
keting  experience  required. 

Send  resumes  to: 

Tim  Baumgartner 

Circulation  Sales  and  Marketing  Manager 
The  Tennessean 

1 100  Broadway,  Nashville,  TN  37203 


The  Chicago  Sun-Times,  the 
Midwest  largest  read  daily,  is  seeking  an 
experienced: 

SUBSCRIPTION  SALES  AND 
RETENTION  DIRECTOR 

i  The  successful  candidate  will  report  to  the 
I  VP  of  Circulation  and  will  be  responsible  for 
!  managing,  development  and  implementing 
I  programs  which  lead  to  continued  subscriber 
;  growth  and  retention. 

'  A  business  degree  and  at  least  five  years 
;  experience  in  subscription  sales  at  a  major 
^  metro  daily  is  required.  Direct  response  and 
DM  management  experience  would  be  an 
:  asset.  Must  have  strong  strategic  and  tactical 
;  sale  and  marketing  expensive  with  an 
'  ability  to  work  in  a  fast  paced  environment. 

Human  Resources  Department 
The  Chicago  Sun-Times 
401  N.  Wabash  Ave 
Chicago,  IL  60611 
hr@suntimes.com 


EDITORIAL 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 


BUSINESS  EDITOR 

The  Sunday  News,  103,000,  is  seeking  an 
editor  who  can  plan,  write  and  paginate  an 
8-12  page  weekly  section.  We  want  an  ex¬ 
perienced  journalist  who  can  explain  in 
depth  where  our  business  community  is 
headed,  who’s  leading  it,  and  how  it’s  being 
done.  Stories  should  be  compelling  for  both 
the  business  leader  and  the  average  read¬ 
er.  We  compete  with  two  daily  newspapers 
so  the  position  requires  innovation  and  im¬ 
agination.  Contact:  Human  Resources,  Lan¬ 
caster  Newspapers,  Inc.,  8  W.  King  Street, 
P.O.  Box  1328,  Lancaster,  PA  17608-1328 
or  E-mail:  humanresources@npnews.com. 


EDITORIAL 


j  CITY  EDITOR:  The  Spectrum  and  Daily 
j  News,  Gannett  newspapers  in  Southern 
I  Utah,  are  seeking  a  city  editor  to  help  guide 
;  an  energetic  staff  of  eight  reporters  in  a 
I  growing  market.  The  ideal  candidate  should 
I  have  at  least  three  years  of  reporting  or 
i  editing  experience  with  a  commitment  to 
I  help  a  good  newspaper  become  a  great 
I  community  publication.  To  apply,  send  a  re- 
I  sume  and  examples  of  both  daily  and  project 
I  work  to  Todd  Seifert,  editor.  The  Spectrum 
I  and  Daily  News,  275  E.  St.  George 
i  Boulevard,  St.  George,  UT  84770. 

DESIGNER/COPY  EDITOR 
The  York  Daily  Record’s  43,500 
subscribers  can’t  wait  to  read  the  Living 
I  section,  chock-full  of  feature  stories, 

I  photos,  columns  and  graphics.  This  award- 
i  winning  newspaper  is  seeking  a  designer/ 
I  copy  editor  to  join  its  creative  staff.  The 
I  successful  applicant  will  be  self-motivated, 

'  visually  savvy,  pagination  proficient  and 
I  have  the  abili^  to  work  well  with  people. 

Visit  us  at  www.ydr.com.  Salary:  S24,908  ■ 
'  $39,104.  Send  resume/clips  to  Features 
!  Editor,  York  Daily  Record,  P.O.  Box  15122, 
i  York,  PA  17405.  EOE 

EDITOR 

BUSINESS  NEWSLEHER 

The  publisher  of  Fine  Homebuilding 
and  Fine  Woodworking  magazines  is 
seeking  an  experienced  journalist  to 
'  write  and  edit  a  professional, 
business-oriented  newsletter  for 
residential  contractors.  We’re  looking 
I  for  a  good  writer,  who’s  willing  to  move 
i  to  Connecticut  in  exchange  for  the 
chance  to  shape  a  new  publication, 
serve  a  highly  appreciative  audience 
and  work  for  the  best  how-to  publisher 
in  the  country.  We  offer  a  competitive 
salary,  excellent  benefits  and  a 
pleasant  environment.  Please  send 
letter  and  resume  to  HR. 

The  Taunton  Press 

www.taunton.com 
Fax:  (203)  426-3503 

63  South  Main  Street,  Box  5506 
Newtown,  CT  06470 

An  Equal  Opportunity  Employer 
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The  Taunton  Press 

Inspiration  for  hands-on  living' 

The  Garden  Island  Newspaper  in  Lihue,  Kau¬ 
ai,  Hawaii  seeks  a  SPORTS  EDITOR  for  daily 
coverage  of  local  sports,  pagination  of 
sports  section.  Mac  and  Quark  skills,  column 
writing.  E-mail  or  call  Chris  Cook, 
editor,  ccook@pulitzer.net 
(808)  245-3681  x.227 

REPORTER  with  1-3  years  experience 
needed  at  Zone  2  expanding  twice  weekly 
in  rapidly  growing  market.  No  health  plan; 
competitive  wage.  You  will  like  working 
here.  Resume  and  expectations  to: 
Shadowspeakl@aol.com 

www.editorandpublisher.com 
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EDITORIAL 


Herald  News 

ASSISTANT  ASSIGNMENT  EDITOR 
The  Herald  News,  a  38,500<irculation  daily 
In  northeastern  New  Jersey  )ust  25  minutes 
from  Times  Square,  is  looking  for 
lournalists  committed  to  excellence  and  en¬ 
terprise  as  we  create  a  new  newspaper  for 
our  vibrant,  multicultural  community.  We 
need  an  assistant  assignment  editor  to  help 
lead  our  daily  news  report.  We  seek  a  skep¬ 
tical  editor  with  energy  and  enthusiasm  who 
has  a  proven  record  of  effe.ctive  newsroom 
teamwork.  Required:  one  year  of  editing,  or 
comparable  reporting  background.  Com¬ 
petitive  salaries,  excellent  benefits.  Send 
your  resume,  references,  salary  history  and 
work  samples  to  Stephen  McCarthy,  man¬ 
aging  editor/assignment.  Herald  News,  1 
Garret  Mountain  Plaza,  P.O.  Box  471,  West 
Paterson,  NJ  07424  or  E-mail: 

mccarthys@north)ersey.com 

LIFESTYLE  EDITOR 

The  Cincinnati  Enquirer  has  an  immediate 
opening  for  a  Lifest^e  Editor  to  help  reinvent 
Its  core  lifestyle  coverage  (personal 
health/fitness;  relationships/family;  pop  cul- 
tureArends;  human  interest/profiles).  We 
want  someone  with  a  fresh  outlook,  a  real 
sense  of  fun  and,  of  course,  strong  editing 
skills.  Candidates  must  have  a  minimum  of 
4  years  of  newspaper,  magazine  or  other 
communications  experience,  including  man¬ 
agement  and  editing  responsibilities,  and  a 
proven  ability  to  meet  short-  and  long-range 
deadlines.  Send  cover  letter,  resume,  URLs 
(no  print  clips)  and  list  of  7  ‘can't  miss  winter 
2003'  story  ideas  to: 

Sara  Pearce,  AME  Features  and  Online 
spearce@enquirer.com 

MANAGE  THE  BEST 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  is  looking  for  ex¬ 
perienced  and  dynamic  editors  to  manage 
Its  papers  in  Cleveland  and  Kansas  City. 
We’re  searching  for  candidates  who  have  a 
fine  touch  with  copy,  a  firm  grasp  of  maga¬ 
zine-style  journalism,  and  the  confidence  to 
work  comfortably  with  a  staff  of  award-winn¬ 
ing  journalists.  Applicants  must  have  excel¬ 
lent  news  judgment  and  solid  management 
skills.  The  managing  editor  will  supervise 
the  day-to-day  operations  of  the  editorial  de¬ 
partment  and  help  staff  writers  produce 
quality  news  and  feature  stories.  Exceptional 
writing  and  editing  skills  are  essential; 
the  interview  process  will  include  an  extensive 
editing  test.  New  Times  offers  competitive 
salaries  and  benefits,  (^alified  candidates 
should  send  a  cover  letter,  a  resume 
and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 
P.O.  Box  5970 

Denver,  CO  80217 

ZONE  TWO,  twice  weekly,  in  rapidly 
growing  market,  needs  experienced  RE¬ 
PORTER  who  can  move  to  ME’s  job  fairly 
quickly.  No  health  plan;  competitive  wage. 
Great  place  to  live  and  work,  with  a  quality 
driven  staff  and  management.  Resume  and 
expectations  to:  Shadowspeakl@aol.com 


EDITORIAL 


EDITORIAL 


NIGHT/WEEKEND  EDITOR 
The  Times,  the  leading  newspaper  of  North¬ 
west  Indiana  and  southeast  suburban  Chica¬ 
go,  is  currently  seeking  a  Night/Weekend 
Editor  to  direct  nightly  newsroom 
operations  Tuesday  through  Saturday.  Indi¬ 
ana’s  Blue  Ribbon  daily  paper  six  of  the  last 
10  years  and  the  state’s  second-largest 
newspaper.  The  Times  boasts  a  strong  focus 
on  zoning  for  local  content.  Applicants 
should  be  team  players  who  have  solid 
news  judgment,  newsroom  editing  experi¬ 
ence,  strong  organizational  and  managerial 
skills,  and  general  knowledge  of  contempo¬ 
rary  newsroom  production  processes.  The 
job  demands  the  ability  to  work  well  under 
pressure  in  a  fast-paced  team  environment. 
Competitive  salary  and  benefits.  If  you  fit 
these  requirements,  mail  or  fax  your 
resume  to  The  Times,  Attn:  Paul  Mullaney, 
managing  editor/operations.  601  W.  45th 
Street,  Munster,  IN  46321;  Fax:  (219) 
933-3249. 


EDITORIAL 


MANAGING  EDITOR 


ONLINE  EDITOR 

MaineToday.com,  Maine’s  leading  provider 
of  news  and  information  on  the  Web,  seeks 
an  experienced  journalist  for  the  hands-on 
management  position  of  Online  Editor.  Pro¬ 
fessional  news  experience  is  required. 
Online  journalism  experience  and  manage¬ 
ment  experience  are  strongly  preferred. 
Qualified  candidates  should  send  a  resume, 
samples  of  work  and  letter  of  interest  to: 

MaineToday.com  Edrtor  Search 

Human  Resources  Department 
390  Congress  Street,  Portland,  ME  04101 
No  E-mail  Of  phone  calls,  please.  EEOE 
ONLINE  MANAGING  EDITOR 

The  Fresno  Bee  is  searching  for  an  online 
Managing  Editor  to  lead  our  creative  content 
team  in  taking  projects  from 
conception  to  launch  and  making  them 
sizzle. 

The  Managing  Editor  will  work  closely  with 
Interactive  Media  and  newsroom  staff  to 
identify  information  sources  for  fres- 
nobee.com  as  well  as  develop  long-range 
projects  and  daily  breaking  news.  The  ideal 
candidate  will  have  a  background  that  in¬ 
cludes  editing  and  news  writing,  at  least 
two  years  of  online  news  leadership  and  in¬ 
termediate  level  web  design  and  technology 
abilities;  written  and  conversational  Spanish 
skills  a  plus. 

The  Fresno  Bee  operates  the  leading  online 
resources  in  the  (Central  San  Joaquin  Valley 
of  California,  including  fresnobee.com, 
vidaenelvalle.com  (a  bilingual  site),  cen- 
tralvalley.com  and  several  community  publi¬ 
cations  online.  We  average  about 
5,C)00,(KX)  page  views  a  month  from  more 
than  3(X),0()0  visitors. 

We  have  a  small  but  independent  and  inno¬ 
vative  team.  Position  offers  competitive  sal¬ 
ary  and  excellent  benefit  package.  All  job 
offers  are  contingent  upon  completion  of  a 
drug  test. 

Send  resume  and  cover  letter  to 
The  Fresno  Bee,  1626  E  Street,  Fresno,  CA 
93786  or  to: 

resume@fresnobee.com.  EOE 


If  you  have  a  nose  for  news  and  like  to  dig 
for  meaningful  enterprise,  consider  this.  sought  for  ll,50Ocirculation  Mississippi 
The  Springfield  (OH)  News-Sun,  an  daily.  Applicants  must  have  at  least  five 
award-winning,  Cox  daily  in  southwest  Ohio,  !  yeafs  of  newsroom  experience  or  two  years 
is  looking  for  a  reporter  with  exj^erience  newsroom  management  and  editing  ex- 
writing  news  and  feature  stories.  Our  circu-  parience.  Send  resume,  samples  and  refer- 
lation  IS  33,000  daily  and  40,000  Sunday.  ;  e^ces  to:  P.O.  Box  2009,  McComb,  MS 
We  offer  a  competitive  salary,  benefits  and  39649,  or  E-mail: 
a  chance  to  grow.  Check  us  out  online  at:  publisher@enterpnseiOumal.com 

www.SpnngfieldNewsSun.com  _ 

If  interested,  please  send  your  resume  and  INFORMA’nON  SYSTEMS 

clips  to  Managing  Editor  Jack  Bianchi,  - 

Springfield  News-Sun,  202  N.  Limestone  ■  IT  DIRECTOR 

Street,  Spnngfield,  OH  45503.  ^  ,  ,  , 

Fax  (937)  32M328  Growing  Zone  1  publishing  company  seeks 

a  motivated  professional  for  IT  Director  po- 
sition:  an  expenenced,  well-rounded  FT  pro- 
STAFF  I^WTERS  ;  fessional  to  oversee  all  aspects  of  business 

New  Times,  the  nation’s  largest  publisher  of  ;  and  publishing  applications;  experience  in 
alternative  newsweeklies,  has  immediate  ,  telecommunications  and  WAN  implementa- 
openings  for  staff  writers  at  its  pajiers  in  i  (jon  a  definite  filus.  Candidate  must  have  a 
Phoenix  and  Houston.  We’re  looking  for  thorough  understanding  of  all  prepress 
journalists  who  understand  the  difference  functions,  processes  and  technologies, 
between  magazine-style  reporting  and  the  Project  management  in  an  Oracle  envirorv 
hurried  fact-finding  of  daily  papers.  Applicants  ment  is  desirable.  The  candidate  will  also 
for  both  positions  must  have  a  solid  aggressive,  possess  good  communication 
background  in  hard  news  and  be  able  to  skills  and  be  highly  organized  with  attention  to 

create  in-depth  and  compelling  stories  that  detail. 

explore  the  issues,  events  and  personalities  ^  »  comnetitive  comoensahon 

«  ^  co^.  tto  T,»e, 

magazine-style  wee  ^  newspapers  ganization  and  have  excellent  opportunities 
covering  ^  news,  politics,  arts  and  advancement.  Send  repkes  to  Box 
LI  '  ^194,  EditOT  &  Publisher  Classified,  770 

rSioi^nH  1  nL  Broadway,  7th  Floor,  New  York,  NY  10003. 

Cl6veldnd,  St.  Loms,  KdnSdS  City  snd  Odk*  OrF-m;^'  hnrfHK^lSh»ditorAndntihli^hprrnm 
land.  We  offer  competitive  salaries  and  ben-  ^  hpfeuss@editorandpublisher.com 

efits.  Qualified  applicants  should  send  cover  _ 

letter,  resume  and  clips;  PREPRESS 

Andy  Van  De  Voorde 

Executive  Associate  Editor  PREPRESS  MANAGER 

maum  Tifn^s 

pn  <;Q7n  ru.n.«.r  rn  i  Honolulu  Advertiser  is  looking  for  an  ex- 

P.O.  Box  5970,  Denver,  CO  8021 7  ^ 

- the  planning  and  operation  of  a  new  S80 

The  Ames  Tribune  seeks  a  SPORTS  EDITOR  million  stateK)f-the  art  pnnting  facility.  Assist 

to  lead  four-person  writing  staff  covering  in  the  procurement  and  installation  of  pre- 

Big  12  prep  sports  in  MidJowa.  Daily  cover-  press  systems  including  ad  tracking,  output 

age  plus  weekly  tab  magazine.  Ames  is  management,  CTP  and  others.  Responsible 

home  of  the  Iowa  State  University  Cyclones,  for  a  staff  of  50-f  full  time  employees.  Must 

with  winning  women’s  and  men’s  basketball  have  a  thorough  understanding  of  prepress 

teams  and  a  three  year  in  a  row  eligible  i  functions,  processes  and  technology;  exceF 
football  team.  Our  sports  coverage  com-  ;  lent  communication  and  problem  solving 
petes  head-toTiead  with  the  best  sports  abilities  and  proven  management  skills.  Pre¬ 
coverage  in  the  state.  Strong  editing  skills  fer  college  degree  in  printing/production  or 

are  expected,  as  are  knowledge  of  and  ex-  work  equn/alency.  We  offer  an  excellent  saF 

perience  with  college  sports.  Send  resume,  ary  and  benefits  package  m  an  extraordinary 

clips  and  cover  letter  to  David  Kraemer,  ed-  working  and  living  environment.  Please 

itor,  Ames  Tribune,  317  Fifth  St.,  Ames,  lA  send  cover  letter  and  resume  with  salary  re- 

50010.  quirements  to: 

- - - — -  The  Honolulu  Advertiser 

I  Human  Resources  Department 

^  P.O.  Box  3350,  Honolulu,  Hawaii  96801 

3  CLASSIFIED  We  are  an  equal  opportunity,  affirmative  ac¬ 
tion  employer.  We  recognize  and 
appreciate  the  benefits  of  diversity  in  the 
nou/cnanor  workplace.  People  who  share  this  belief  or 

ncWSpapdr  reflect  a  diverse  background  are  encouraged 

itry’s  meeting^ 

place.  !  _ PRESSROOM _ 

!  PRESS  OPERATOR 

Award-winning  commercial  plant  with  four 
!  Harris  V-15  presses,  needs  experienced  op- 

1825.9149  I  erator  who  is  ready  for  growth 

opportunities,  including  supervision. 

Threeday  12-  hour  schedule.  Call  John  or 
!  Aft  at:  (309)  691-8511.  P&P  Press,  6513 
_ [  '  N.  Galena  Road,  Peona,  L  61614. 
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-THE  NEWSPAPER  INDUSTRY’S  MEETING  PLACE 


www.editorand  publisher,  com 


E&P'S  CL7\SSIFIED 

the  newspaper 
^industry’s  meeting^ 
place.  I 

888.825.9149  I 


Phone:1-888-825-9149  ~  CLASSIFIED  ADVERTISING  >  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLlSHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


CLASSIFIED  ADVERTISING 
INFORMATION 


EDITOR-IN-CHIEF  of  nation's  oldest  Japa¬ 
nese  language  automotive  fax  newsletter 
seeks  a  position  where  he  can  use  his  English 
writing  ability,  ability  to  gather  news  in 
Japanese,  and  his  business  knowledge  to 
further  the  editorial  position  of  a  global 
news  publication.  Prefers  Michigan  location, 
but  willing  to  telecommute  with  bi-weekly  or 
monthly  trips  to  head  office.  Call  or  E-mail: 

(734)  527-6004  cclapp@ismi.net 


WILL  WRITE  FOR  FOOD:  WRITER/EDITOR, 
can  skillfully  attack  jobs  requiring 
YOUTHFUL  outlook  (culture,  politics,  etc.) 
Clips:  kenneth_drews@hotmail.com 


PRODUCTION/TECH 


WORKING  PRESS  FOREMAN/ 

PRESS  MAINTENANCE 

Experienced  in  all  phases  of  Offset  Newspa¬ 
per  Production.  (Goss  Single/Double  Width 
and  T.K.S.  Presses),  including  USA  Today 
Print  Site  Operations.  Strong  emphasis  on 
preventative  press  maintenance,  improved 
print  quality  and  reduction  in  newsprint 
waste.  Excellent  communications  skills  and 
performs  well  in  a  deadline  driven  environ¬ 
ment  with  the  ability  to  lead,  motivate,  pro¬ 
mote  a  strong  team  environment  and  capable 
of  executing  press  readiness  proced¬ 
ures  prior  to  start-up.  Please  reply  to: 

Box  3185,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


Obstacles  don't  have  to  stop  you. 

If  you  run  into  a  wall,  don 't  turn 
around  and  give  up.  Figure  out 
bow  to  climb  it,  go  through  it,  or 
work  around  it. 

-  Michael  Jordan 

'Oni-of  the  hardest  things  in  life  is  having 
words  in  your  art  that  you  ean't  utter. " 

-James  ILirl  Jones,  at  tor,  hW 


CLHSSIFIED  HDUERTISERS 


If  you  don’t  see  a  category  that  fits  your 
needs,  please  call  us  at: 

(8881-825-9149 

For  space  and  material  deadlines,  call: 

Hazel  Preuss  at:  (646]  654-5302 
michele  macmahon  at:  (646)  654-5303 
niichele  Golden  at:  (646)  654-5304 


Editor  &  Publisher  has  been  your  communication  link  to 
the  newspaper  industry  every  week  since  1884. 


E&P 


www.editorandpublislier.com 


For  help  wanted/position  wanted  rates  call 
Hazel  Preuss  at  6^6.65^.5302  or 
Michele  MacManon  at  6^6.65^.5303 

- the  tiezospapcr  i  ti  d  n  s  t  r  \/ 's - 

- meeting  pi  nee. - 


DEADLINES 


Wednesday  at  noon  (EST)  for  the  next  Monday’s  issue. 


1 


LINE  AD  RATES 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED 


ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $13.80 

1  week . 

. $12.45 

2  weeks . 

. $12.70 

2  weeks  . 

. $10.95 

3  Weeks . 

. $11.15 

3  Weeks . 

. $  9.60 

4  weeks . 

. $  9.45 

4  weeks  . 

. $  8.25 

1 2  weeks  . 

. $  9.00 

1 2  weeks  . 

. $  7.25 

26  weeks  . 

. $  8.05 

26  weeks  . 

. $  6.40 

39  weeks  . 

. $  7.75 

39  weeks  . 

. $  6.00 

52  weeks  . 

. $  7.35 

52  weeks  . 

. $  5.60 

BLIND  BOXES:  $25  per  insertion 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
133-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $149 

12  weeks  . 

. $  115 

2  weeks  . 

.  $135 

26  weeks  . 

.  $  110 

3  Weeks  . 

.  $128 

39  weeks  . 

.  $  104 

4  weeks . 

.  $124 

52  weeks  . 

. $  98 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  noon  Wednesday  prior  to 
Monday  Publication.  Cash,  check,  VISA,  MasterCard,  and  American 
Express  accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad 
copy  must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve 
the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5.  Ad 
Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  vwvw.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss  @  editorandpublisher.com 

MICHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  +  WESTERN  U&) 

mmacmahon  @  editorandpubllsher.com 

MICHELE  GOLDEN  (SERVICES  +  ALL  OTHER  CATEGORIES) 

mgolden  @  editorandpublisher.com 
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iww.editarandpublrsher.com 


The  Eighth  Annual 


EDITORe? 

PUBUSHER'"”^ 


TM 


The  newly  expanded  2003  EPpy'^’  Awards  competition 
honors  Internet  sites  affiliated  with  the  media  industry  - 
newspapers,  television/cable,  and  radio  networks  and  affiliates. 


ENTER  NOW! 

Deadline  for  entries  is 

Monday,  February  3,  2003 


Winners  of  this  international  competition  will  be  announced  at  an  awards  ceremony  at  the 
Interactive  Media  Conference  and  Trade  Show,  May  7-9,  2003  at  the  Paradise  Point  Resort  and  Spa  in  San  Diego. 


For  a  list  of  contest  categories  and  rules,  visit  http://royaLreliaserve.com/eppy/ 
or  contact  len@imediainc.com  with  questions. 


{ continued  from  page  12}  news¬ 

paper’s  circulation  area  —  provid¬ 
ing  the  circulation  department  with 
a  new  list  of  potential  subscribers. 
Overall,  Belo  reports  2.7  million 
registered  users,  but  the  company 
would  not  provide  breakouts  for  its 
specific  properties. 

Russin  will  use  his  registration 
data  to  help  shape  the  development 
of  e-mail  newsletters  —  a  big  goal 
for  the  Los  Angeles  Times  this  year. 
“We  can  now  select  males  in  the 
L.A.  area  and  offer  them  an  all-LA. 
sports  e-mail  [product]  and  see 
how  many  respond,”  he  explains. 

Most  newspapers  are  building 
their  registration  systems  in-house, 
though  some  are  turning  to 
vendors  such  as  Clickshare  Service 
Corp.  of  Williamstown,  Mass.,  and 
Nando  Media  of  Raleigh,  N.C. 


Hitting  the  target 

In  Chicago,  the  Tribune  has 
already  created  an  ad-revenue 
stream  from  targeted  e-mail. 

“We’ve  been  charging  as  high  as  $80  to 
$100  CPM  [cost  per  thousand]  for  some  of 
those,”  Solomon  says.  And  by  collecting 
ZIP  codes  of  Web  users,  the  Tribune  now 
has  critical  mass  for  its  advertising 
snail-mail  program,  where  the  paper  sends 
out  packages  on  beh2df  of  advertisers, 
according  to  Silver.  By  the  end  of  the  first 
quarter  this  year,  the  paper  hopes  to  use 
registration  data  to  begin  serving  targeted 
advertising  on  its  Web  site. 


Belo  Interactive’s  Eric  Christensen  says  there  was  concern 
registration  would  hurt  traffic.  “At  this  point,  that’s  gone." 


about  their  print  subscriptions. 

“Registration  has  really  worked 
to  our  advantage  in  targeting 
[advertising  to  consumers]  and 
building  opt-in  e-mail  lists,”  says 
Stephen  Newman,  deputy  general 
managerofNYTimes.com.  Besides 
the  Times'  own  e-mail  products, 
users  can  sign  up  for  advertising 
e-mail  messages  from  sponsoring 
“tenants”  on  the  registration  page, 
which  brings  in  additional  revenue, 
Newman  says. 

“Registration  is  something 
users  have  grown  to  understand,” 
Newman  points  out.  “We’ve  never 
thought  it’s  presented  much  of  a 
barrier ...  and  the  payoff  has  been 
evident  in  financial  performance.” 
The  New  York  Times  Digital  unit 
has  had  five  consecutive  quarters 
of  operating  profits  —  a 
performance  that  is  surely 
attributable,  in  part,  to  the  New 
York  Times  Co.’s  long  history  of 
collecting  users’  demographics. 


That  demographic  targeting  is  what  has 
long  set  The  New  York  Times  apart  from  its 
competitors.  Requiring  users  to  register 
from  the  very  beginning  of  its  Web  site  in 
1996,  the  Times  truly  is  the  master  of  its 
domain,  with  10  million  artive  registrants 
today.  But,  even  so,  it’s  gotten  more 
aggressive:  A  little  more  than  a  year  ago. 
The  New  York  Times  on  the  Web  beefed 
up  its  registration  questionnaire  to  ask 
users  more  about  their  occupations  and 


Waiting  in  the  xi'ings 

Understandably,  newspapers  large 
[  and  small  are  finally  looking  to  turn  on 
i  registration  this  year. 

•  Morris  Communications  of  Augusta, 
Ga.,  currently  requires  registration  only 
for  the  paid  archive  site  of  The  Augusta 
Chronicle,  AugustaArchives.com.  Many 
Morris  sites  have  implemented  registra¬ 
tion  for  special  services  such  as  online 
ad-order  entry,  e-mail  alerts,  and  message 


Anuiptomeniedrivestlieinovetoreyisttation 
Ui 


■  NDERLYING  ALL  THE 
numerous  registra¬ 
tion  plans  is  the  desire 
of  publishers  to  blend  their 
various  databases 
into  one  customer- 
management  system 
that  would  include 
print  subscribers, 
registered  Web 
users,  e-mail  sub¬ 
scribers,  and  classi¬ 
fieds  registrants. 

Integrating  all  of 
these  different  silos 
of  information  is  the  goal  of 
quite  a  few  newspapers,  as 
evidenced  by  the  growing 


Dave  Morgan, 
Tacoda  Systems  Inc. 


client  list  of  Tacoda  Systems 
Inc.,  a  third-party  database- 
and-marketing-management 
provider  based  in  New  York. 

Last  year,  the 
company  was 
working  with 
Gannett  Co.  Inc., 
the  Tribune  Co., 
and  Advance 
Publications.  It 
recently  signed 
contracts  with  the 
McClatchy  Co., 
Belo,  Morris 
Communications  Co.  LLC, 
Landmark  Communications 
Inc.,  and  Hollinger  Inter¬ 


national  Inc.  “In  the  last  year, 
the  industry  really  started  to 
capture  audience  data  and 
leverage  it  into  value,”  says 
Tacoda  CEO  and  President 
Dave  Morgan. 

Once  a  big  believer  in 
incremental  registration, 
Morgan  is  a  convert  to  the 
sitewide  required-reg  model. 
“Two  or  three  years  ago, 
newspapers  would  have  seen 
their  traffic  fall  in  half  if  they 
required  users  to  register,”  he 
says.  “Today,  that’s  not 
happening  at  all.  Consumers 
are  much  more  tolerant  and 
accepting  of  registration.  It’s 


becoming  the  norm.”  He  adds 
some  markets  may  have  com¬ 
petitive  reasons  not  to  clamp 
down  sitewide  registration. 

One  of  Tacoda’s  biggest 
tasks  is  helping  publishers 
match  online  and  offline  sub¬ 
scribers.  “The  advertising  and 
direct-marketing  products 
that  newspapers  compete  with 
will  deliver  that  level  of  tar- 
getability,”  Morgan  believes. 
“At  the  end  of  the  day,  regis¬ 
tration  makes  so  much  sense 
because  the  newspaper  ... 
actually  owns  something 
tangible,”  whereas  before  it 
only  had  an  amorphous 
site-visitor  number.  “Now,” 
he  says,  “they  have  an  actual 
customer  list.”  —  Carl  Sullivan 
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boards,  and  now  they  plan  to  roll  out 
“much  more  widespread  registration 
requirements  later  this  year,  and  in  some 
cases  we’ll  follow  The  New  York  Times 
model,”  says  Steve  Yelvington,  vice 
president  of  strategj'  and  content  for 
Morris  Digital  Works.  “But  we  want  to  be 
careful  about  when  and  how  we  introduce 
access  control,  because  we’ve  built  a 
profitable  model  based  on  high  traffic  and 
open  access.”  Yelvington  expects  a  regis¬ 
tration  rollout  by  the  second  quarter  of 
this  year,  beginning  at  the  Chronicle,  The 
Topeka  (Kan.)  Capital-Journal,  and  the 
Lubbock  Avalanche- Journal. 

•  In  Atlanta,  registration  is  currently 
only  required  for  message-board  posting 
and  contest  entry  at  Cox  Newspapers  Inc. 
But  a  spokeswoman  says  a  registration 
tool  for  The  Atlanta  Journal-Constitution 


Group  Interactive,  says  registration  in  one 
form  or  another  would  begin  appearing  on 
the  chain’s  sites  shortly. 

“We  think  most  markets  will  welcome 
registration,”  Scripps’  Benz  says.  “They’ve 
had  tremendous  growth  in  traffic  in  the 
past  few  years,  but  a  lot  of  our  traffic  may 
be  casual  users  who  aren’t  giving  our 
advertisers  a  lot  of  value  —  and  that  traffic 
is  costing  us  money  in  bandwidth  costs. 
Our  mantra  has  been  ‘Bigger  is  better: 
Build,  build,  build.’  But  you  want  to  be  a 
destination  that  people  value  enough  that 
they’re  willing  to  give  some  user  infor¬ 
mation.  If  [the  users]  aren’t  willing  to  do 
that,  how  valuable  are  we  to  them?” 

Benz  wonders  if  the  rush  toward 
registration  might  even  allow  newspapers 
to  transcend  their  corporate  boundaries. 

“Is  there  the  potential  to  start  sharing  users 


are  putting  the  brakes  on  full-site  regis¬ 
tration  for  now  —  the  newspaper  is 
fighting  local  CBS  affiliate  WRAL-TV, 
which  has  a  strong  Web  presence.  Mark 
Choate,  vice  president  of  interactive 
media,  initially  will  focus  on  gathering 
more  information  in  selective  areas  where 
the  site  already  requires  registration,  such 
as  its  prize  center.  Later  in  the  year,  his 
team  will  consider  rolling  out  registration 
to  editorial  sections. 

A  McClatchy  property  without  the  same 
competitive  concerns.  The  Modesto  (Calif.) 
Bee,  will  move  more  quickly.  “We  hope  to 
have  our  initial  registration  accessible  in 
eight  to  12  weeks,  and  it  will  be  voluntary 
at  first,”  says  Eric  Johnston,  director  of 
online  services.  “We  don’t  have  plans  to 
lock  down  existing  content  within  this 
year.”  But  the  Bee  will  require  registration 


and  its  sibling  newspapers  would  be  rolled 
out  within  a  year. 

•  The  E.W.  Scripps  Co.  of  Cincinnati 
has  budgeted  for  the  costs  of  building 
registration  systems,  but  probably  will 
allow  local  properties  to  implement  their 
owTj  strategies,  says  Bob  Benz,  general 
manager  of  interactive  media  for  its 
newspapers.  “Some  papers  are  in  com¬ 
petitive  markets  where  registration  might 
cause  them  some  heartburn,”  he  says.  An 
example  would  be  Denver,  where  the 
Rocky  Mountain  News,  owned  by  Scripps, 
is  in  a  joint  operating  agreement  with  The 
Denver  Post,  owned  by  MediaNews  Group 
Inc.  While  the  papers  are  business 
partners,  they  still  compete  editorially. 

“I  think  the  editor  there  needs  to  have 
some  say  in  whether  or  not  we  require 
registration,”  Benz  says. 

Eric  Grilly,  president  of  MediaNews 

www.editarandpublisher.com 


across  newspapers  and  maybe  look  at 
things  less  competitively?  If  I  have  a 
registered  user  on  my  site  from  South 
Florida  and  he’s  not  in  my  circulation  area, 
maybe  I  can  share  that  user  with  another 
newspaper.  Things  get  complicated  quickly 
here,  but  there  are  opportunities.” 

•  In  a  report  to  Wall  Street  analysts  in 
December,  e.xecutives  from  Media  General 
Inc.  of  Richmond,  Va.,  said:  “The  standard 
metric  for  successful  Web  operations  is 
becoming  registered  users.  We  have 
increased  the  number  of  opportunities 
for  our  users  to  identify  themselves,” 
including  registration  for  e-mail  services. 
A  spokesman  says  the  chain  plans  to 

step  up  both  registration  and  paid 
content  this  year. 

•  The  News  y  Observer  in  Raleigh, 
N.C.,  a  McClatchy  paper,  is  moving  slowly 
toward  the  big  “R.”  Competitive  concerns 


for  new  content  to  the  site,  such  as  a  new 
high-school-sports  section  slated  to  kick 
off  this  fall.  “We’re  going  to  use  this  next 
year  to  gauge  the  reaction  of  our  readers.” 

But  not  everyone  is  on  board  the  regis¬ 
tration  railroad.  The  nation’s  two  largest 
newspaper  groups,  Gannett  Co.  Inc.  of 
McLean,  Va.,  and  Knight  Ridder  of  San 
Jose,  Calif.,  don’t  currently  require  users 
to  register  for  Web  access.  A  Gannett 
spokeswoman  says  all  of  its  papers  require 
registration  for  some  sections,  such  as 
games  or  archives,  but  there  are  no  plans 
for  sitewide  registration.  Through  a 
spokeswoman,  executives  at  Knight 
Ridder  Digital  declined  to  comment  for 
this  article.  Another  large  chain.  Advance 
Publications,  didn’t  return  a  phone  call 
by  press  time. 

Papers  owned  by  the  New  York  Times 
Co.,  including  The  Boston  Globe,  do  not 
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Before  and  after:  Eric  Johnston  (left)  plans  to  use  a  limited  rollout  to  gauge  the  buzz  as  The  Modesto  Bee  heads  toward  full  registration.  The 
Bangor  Daily  News  felt  a  slight  sting  when  it  made  the  move  in  May,  but  Tim  Archambault  says  that  its  site’s  traffic  is  now  holding  steady. 


Information  majf  want  to  be  ftBe, 
but  even  Freedom  has  its  limit!! 

BY  CARL  SULLIVAN  October,  (Ohio)  ZJiqjoteA 


WHILE  NO  U.S.  NEWSPAPER  IS  YET 
making  a  fortune  by  charging 
for  access  to  its  Web  site,  more 
publishers  abandoned  the  all-free  model  last 
year.  E^P  found  at  least  21  daily  newspapers 
now  restrict  most  of  their  online  editorial 
content  to  paying  customers.  Many  of  these 
papers  allow  print  subscribers  to  access  their 
Web  sites  for  free,  but  a  few  levy  extra  Web 
charges  on  top  of  their  home-delivery  bills. 

It  should  be  noted  that  many  newspaper 
sites  that  have  remained  largely  free  have 
nonetheless  increased  their  paid-content 
revenue  —  through  archives,  premium  and 
niche  content,  and  other  special  services. 
Many  publishers  are  espousing  a  free/paid 
hybrid  model  where  the  bulk  of  their  sites  is 
free  to  all  (increasingly  with  the  caveat  that 
users  provide  personal  info  in  exchange  for 
the  free  ride),  while  customers  must  pay  for 
crosswords,  games,  and  so  forth.  Some 
papers,  such  as  Freedom  Communications 
Inc.’s  East  Valley  Tribune  in  Mesa,  Ariz., 


became  the  largest  newspaper  after  The  Wall  \ 
Stnecf  Journo/ to  convert  to  a  fully  paid  site,  j 

“We  strongly  believe  that  no  publisher  can 
continue  to  give  away  content  for  free  and 
that  our  product  is  highly  valuable,”  says 
Pam  Cofiman,  electronic-publishing  editor 
of  the  Dispatch  Printing  Co.  To  emphasize 
that  value  proposition.  Dispatch  subscribers  | 
get  free  access  to  Dispatch.com,  while  non¬ 
subscribers  must  pay  $4.95  a  month.  So  far,  j 
79,000  print  subscribers  have  registered  to  j 
use  the  Web  site.  With  31%  of  print  readers  I 

registering  on  the  site,  Dispatch.com  is  way 
ahead  of  the  Borrell  statistic.  Ohio  State 
!  University’s  championship  football  season 
i  “was  a  big  factor  in  getting  [print]  sub- 
I  scribers  to  sign  up  for  the  site,”  Coffinan  says. 

Coffman  reports  Dispatch.com’s  traffic 
i  dropped  about  a  third  from  where  it  was 
i  pre-registration.  “We  expected  [it],  and 
!  we’re  not  that  worried  about  it,”  she  explains, 

!  pointing  out  that  the  site  never  had  many 
i  national  advertisers,  which  might  be  more 


^  concerned  about 
hi^  traffic.  She 
says  one  local 
advertiser  pulled 
out  after  regis¬ 
tration  was  im¬ 
plemented  but 
later  came  back. 

Advertisers 
may  not  have 
minded,  but 
many  readers 
Freedom  Orange  County  did.  “You  have  to 
Information's  Ginger  Neal  ^  pretty 

thick  skin  for  about  a  month,”  says  Coffinan, 
referring  to  the  nonsubscribers  who  were 
angiy  about  being  shut  out  But  the  Dispatch 
and  other  newspapers  say  th^  can  take  the 
heat,  preferring  to  provide  their  content  and 
services  to  loyal  paying  customers. 

As  the  Freedom  group  tries  different 
models,  the  bulk  of  its  newspaper  sites  will 
go  behind  the  paid  wall,  says  Ginger  Neal, 
vice  president  of  business  development  for 
its  Orange  County  Information  unit  “But 
we  also  have  a  community  responsibility  to 
provide  breaking  news”  for  free.  In  the  next 
month  or  so.  Freedom’s  flagship.  The  Orange 
County  Register  of  Santa  Ana,  Calif.,  will  roll 
out  some  form  of  paid/fi^  hybrid,  Neal  says, 
“like  everyone  else,  we’re  trying  to  discover 
the  right  way  to  do  this.”  (1 


offer  limited  free  Web  sites  with  about  20% 
of  today’s  paper  gratis,  but  charge  for  access 
to  their  complete  content  in  the  form  of 
electronic  editions  that  replicate  their  print 
products.  Others,  such  as  The  Boston  Globe 
and  the  Star  Tribune  in  Minneapolis,  offer 
all  of  today’s  stories  for  free,  but  also  sell 
electronic  editions.  “We  see  it  as  an  alter¬ 
native  delivery  method  for  the  print  paper,” 
says  Online  Content  Director  Ginny  Greene 
of  The  Gazette  in  Colorado  Springs,  Colo. 

While  these  experiments  continue,  some 
analysts  insist  that  the  all-paid  model  is  a 
bad  idea  for  newspapers.  “In  most  cases, 
online  subscriptions  are  going  nowhere  fast,” 
says  Peter  Krasilovsky,  vice  president  of 
Borrell  Associates  Inc.,  Portsmouth,  Va. 

His  group  has  found  that,  on  averse,  an 
equivalent  of  1.2%  of  the  print-circulation 
base  will  pay  for  Web  access,  while  16.6%  of 
print  subscribers  will  register  when  required 
to  do  so.  “This  has  been  the  case  since  we 
began  tracking  paid/registration  ratios 
almost  two  years  ago,”  Krasilovslq^  says. 

“If  you  believe  that  traditional  circulation/ 
advertising  [revenue]  ratios  will  continue  to 
be  roughly  l-to-3,  our  strong  feeling  is  that 
you  won’t  want  to  jeopardize  the  larger  num¬ 
ber  by  putting  your  stuff  behind  a  firewall.” 

But  some  publishers  see  it  differently.  In 


Pay-to-Play  Newspaper  Web  Sites 

NEWSPAPER  Paid  No.  ol  Paid  CirciilaliM  PM  Frit  Iniiiial  PM  AMual  Pnat  ; 

PM  Site  PM  Of  Priot  For  Print  Sobscription  Sobscriptioa  j 
Sinca  SobscriiNion*  Edition  Sobschbors?  Price  Pnct**  i 

The  Wall  Street  Journal 

4^96 

664,000 

1,800,607 

No 

$79.00 

$189.00  i 

The  Columbus  (Ohio)  Dispatch 

10/02 

4,432 

251,557 

Yes 

$59.40 

$166.40  , 

Arkansas  Democrat-Gazette,  Little  Rock 

10/01 

2,355 

185,709 

Yds 

$49.00 

$121.00 

Tulsa  (Okla.)  World 

6/01 

3,000 

139,383 

Yes 

$45.00 

$183.60  ; 

Albuquerque  (ti.M.)  Journal 

8/01 

1,500 

108,344 

Yte 

$60.00 

$189.00 

Telegram  Gazette,  Worcester,  Mass. 

7/02 

1,400 

102,978 

Yes 

$69.00 

$262.29 

The  Gazette,  Cedar  Rapids,  Iowa 

10/01 

1,000 

64,504 

Yds 

$60.00 

$236.95 

Santa  Barbara  (Calif.)  Neu's-Press 

1/02 

450 

44,233 

Yes 

$52.00 

$165.36  ' 

Post-Bulletin,  Rochester,  Minn. 

1/02 

280 

43,351 

Yds 

$60.00 

$143.60  ' 

Northu'est  Florida  Daily  News,  Fort  Walton  Beach 

8/02 

455 

37,389 

No 

$100.00 

$148.00 

The  Post-Star,  Glens  Falls,  N.Y. 

1/02 

700 

34J02 

No 

$169.00 

$i74io  : 

The  News  Herald,  Panama  City,  Fla. 

8/02 

328 

28,977 

No 

$100.00 

$153.01  i 

Sandusky  (Ohio)  Register 

8/02 

316 

23,263 

Yds 

$57i0 

$127.40  1 

Post  Register,  Idaho  Falls,  Idaho 

1/01 

400 

23,151 

No 

$72.00 

$136.56  i 

Lewiston  (Idaho)  Morning  Tribune 

12/00 

612 

22,096 

Yds 

$84.00 

$150.00  ! 

The  Daily  News  Journal,  Murfreesboro,  Tenn. 

1/00 

100 

15,314 

Yes 

$72.00 

$144.00  j 

Daily  American,  Somerset,  Pa. 

1/01 

83 

13,764 

Yds 

$52.00 

$104.00 

Norwalk  (Ohio)  Reflector 

8/02 

200 

8,701 

Yes 

$29.95 

$190.20 

The  Daily  Astorian,  Astoria,  Ore. 

1/01 

35 

8,429 

Yds 

$108.00 

$108.00  1 

Emporia  (Kan.)  Gazette 

1/02 

200 

8,379 

Yes 

$77.00 

$87.00 

The  Chanute  (Kan.)  Tribune  126 

*Excludint  print  subscribers  prho  tet  Web-site  access  as  part  of  their  subscriptions 
**Minimum  home-delivered  subscription  price 

Sources;  Newspapers 

4,431 

Yds 

$77.00 

$81.05 
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The  long  view:  Though  Mark  Shenefelt  (left)  and  Corbin  Cook  saw  half  the  Standard-Examiner's 
users  disappear,  Shenefelt  feels  “what  we  lost ...  isn’t  as  important  as  who  we’re  getting  now." 


now  require  registration  for  Web-site 
admission,  with  the  exception  of  the 
Telegram  ^  Gazette  in  Worcester,  Mass, 
which  is  charging  a  subscription  fee  for 
online  access. 


Advice:  No  registration  required 

With  all  signs  pointing  toward  regis¬ 
tration,  what  advice  do  the  “veterans”  have 
for  publishers  considering  this  route? 

“Make  sure  you  have  a  customer-service 
infrastructure  in  place  to  walk  people 
through  the  process  to  remember  pass¬ 
words,  reset  passwords,”  says  Newman 
ofNYTimes.com.  “If  you  fail  in  that  area, 
you’re  going  to  lose  a  lot  of  people.” 

All  of  the  papers  that  turned  on 
registration  last  year  strongly  agree  with 
that  tip.  “We  prepared  people  in  advance,” 
says  the  Chicago  Tribune's  Solomon,  whose 
paper  ran  a  consumer-education  campaign 
to  alert  readers  of  the  pending  change. 

“We  tested  registration  with  over  700 
people  in  advance  to  find  the  interface 
problems.  That  was  a  big  help.” 

At  Belo,  Christensen  says  it  got  just  one 
complaint  for  eveiy  100  registrations.  And 
only  0.2%  were  “violently  opposed”  to  the 
concept  of  registration.  A  team  of  Dallas- 
based  customer-service  representatives 
responds  to  every  complaint  and  query  sent 
to  Belo’s  Web  sites,  Christensen  says.  The 
L.A.  Times  has  a  similar  team,  and  while  it 
expected  a  5%  complaint/response  rate,  it 
got  only  2%,  Nakano  says. 

To  cut  down  on  negative  user  responses, 
“the  usabilifr  and  presentation  of  regis¬ 
tration  pages  is  absolutely  critical,”  savs 
Shenefelt  in  Ogden,  Utah.  “It’s  got  to  be 
really  tested  before  you  take  it  live,  and 
you’ve  got  to  be  prepared  to  listen  to  readers 
because  they’ll  notice  some  things  that  you 
didn’t  see  during  the  testing  process.” 

Russin  in  LjA  adds,  “You  have  to  give 
people  the  reasons  why  you’re  asking  for  this 
information.”  Consumers  expect  a  thorough 
explanation  of  why  the  data  collection  is 
necessary  and  what  the  publisher  plans  to 
do  with  the  data. 

“We’re  going  to  make  sure  we’ve  done  the 
right  things  to  protect  privacy  and  make 
sure  we  have  a  well-written  policy,”  sa\’s 
Choate  of  The  News  Observer. 

Silver  of  Tribune  Interactive  cautions 
that  the  registration  process  itself  can 
inflate  page  views.  “You  need  to  let  yourself 
run  for  a  few  months  after  registration 
before  you  know  where  you  really  are  with 
traffic,”  he  says.  “'The  registration  process 
creates  some  noise  in  your  traffic  as  those 
registration  pages  themselves  create 
additional  page  views.” 


But,  most  important,  “know  what  your 
objectives  are  before  you  begin,”  says  Silver. 
For  example,  if  you  need  only  to  collect 
e-mail  addresses,  you  probably  don’t  need 
sitewide  registration. 

Be  prepared  for  some  agonizing  internal 
discussions.  In  LA.,  the  editorial  and 
circulation  staffs  jousted  over  which 
questions  should  be  included  in  their 
questionnaire,  which  is  one  of  the  industry’s 
longest.  “Circulation  felt  it  was  really 
important  to  gain  a  much  more  robust  sense 
of  paper  usage  and  Web-site  usage,”  Russin 
says.  “You  want  to  ask  the  fewest  number 
of  questions  possible,  but  you  want  to  be 
thorough,  too.”  Including  questions  about 
print  readership  will  help  Tribune  papers 
develop  premium  online  content  that  will  be 
available  only  to  print  subscribers. 

As  a  national  site,  w'ashingtonpost.com 
opted  to  keep  its  registration  form  very 
simple  to  lessen  the  impact  on  traffic,  about 
6  million  unique  users  a  month.  It  asks  only 
for  your  year  of  birth,  sex,  and  ZIP  code  (or 
country  if  you’re  a  non-U.S.  resident).  “The 
simplicitv’  and  speed  of  tlie  experience  was 
crucial  to  consumer  acceptance,  and  we  felt 
very  strongly  that  we  only  wanted  to  collect 
those  pieces  of  information  that  we  could  act 
on  and  act  on  immediately,”  Ruder  says.  So 
far,  about  12.3  million  have  registered,  30% 
in  the  Washington  area.  Ruder  says  the 
infrastructure  is  flexible  enough  to  allow 
the  site  to  ask  more  demographic  questions 
later,  should  the  market  demand  that. 


“I  could  capture  all  kinds  of  additional 
information  and  nev'er  act  on  it,”  Ruder  says. 
“Make  sure  you’re  able  to  use  the  data  that 
you  capture.  Keep  it  simple,  keep  it  fast.” 
Once  you’ve  determined  your  goals  and 
picked  the  appropriate  registration 
questions.  Ruder  advises,  just  “do  it,  do  it.”  11 


Ari  Berman  contributed  reporting  to 
this  package. 
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The  Ann 
Arbor  News’ 
100,000- 
square-foot 
plant  in 
Pittsfield 
Township 
houses  two 
Gk>ss  Magnum 
presses  and 
125  printing, 
platemaking, 
and  packaging 
personnel. 


From  among  81  finalists,  the 
Austin  Co.  won  an  Association  of 
Licensed  Architects  Gold  Award 
for  its  design  of  The  Ann  Arbor  (Mich.) 
News  production-and-distribution  plant. 
Selection  was  based  on  program  solution, 
site-and-space  planning,  overall  design, 
details,  and  construction  system. 

The  firm’s  regional  office  in  suburban 
Chicago  executed  the  project,  which  Chief 
Design  Architect  Juan  G.  Moreno  said 
was  inspired  by  the  Advance  Publications 
paper’s  former  building  —  “a  classic 
example  of  industrial  architecture  and 
functionalism.”  That  1936  building  was 
designed  by  industrial  architect  Albert 
Kahn,  and  the  new  plant  draws  on  Kahn’s 
early-20th-century  printing-plant  designs. 

While  glass  walls  expose  interior  opera¬ 
tions,  the  building’s  “bamlike  geometiy” 
harkens  back  to  structures  of  the  area’s 


rural  past  while  responding  to  the  site’s 
topography.  Sitting  diagonally  on  a  “boot¬ 
leg-shaped”  site  with  awkward  setbacks 
and  easements,  the  resulting  angles  made 
a  square  structure  impractical.  The  front 
is  pushed  as  far  north  as  possible,  allow¬ 
ing  maneuvering  room  for  trucks  on  the 
south  side  and  space  for  fiiture  construc¬ 
tion,  said  Moreno.  By  slightly  rotating 
stock  scissors  trusses,  he  said,  the  roof 
slopes  to  human  scale  on  one  side  and  is 
steeper  where  the  press  hall  is  located. 


Dario  Designs  also  doing 
Advance  work  in  Michigan 

Advance  Publications’ 

Michigan  properties  also  keep 
Dario  Designs  busy.  The 
Framingham,  Mass.-based  firm  was 
retained  to  design  four  production  plants 
to  serve  five  dailies,  including  The  Grand 

Rapids  Press  - — 

Dec.  2,  p.  36). 

Under  construction  is 
a  61,000-square-foot  ^  jl 

addition  to  the  Kalama-  ^  n 

zoo  Gazette  facility  that  ,  mu 

consists  of  a  pressroom, 
newsprint-storage  area,  wowth  ilivatk 

and  packaging-and- 


distribution  center.  In  other  respects 
echoing  the  existing  plant,  the  design 
includes  an  80-foot,  all-glass  tower. 

Rising  at  the  comer  of  the  press  hall  (by  a 
main  downtown  intersection),  it  is  topped 
with  a  four-sided  clock  intended  to  serve 
as  a  community  landmark. 

Going  up  adjacent  to  The  Flint 


JoumaTs  downtown  quarters  is  a  76,000- 
square-foot,  stand-alone  structure  that 
will  house  new  production,  packaging, 
and  distribution  equipment. 

All-new  equipment  also  will  character¬ 
ize  production  and  distribution  of  The 
Bay  City  Times  and  The  Saginaw  News, 
now  joined  as  Valley  Publishing,  for  which 
Dario  Designs  came  up  with 
renovations  and  additions  to  an 
existing  building  to  create  a 
facility  capable  of  accommo¬ 
dating  the  merged  operations. 
Architecture  and  engineering 
are  expected  to  be  completed 
All  the  plants  will  run 


Kalamazoo  plant  will  grow  up 
and  out  to  hold  new  press. 


soon. 

MAN  Roland  Regiomans. 


McAllen  ‘Monitor’  moving 

ONTO  NEW  PRESS  IN  NEW  PLANT 

The  Monitor,  McAllen,  Texas,  is  building 
a  new,  92,000-square-foot  home  on  12 
acres  in  what  it  describes  as  the  city’s 
“rapidly  growing  northeastern  quadrant.” 

To  be  occupied  this  year,  the  facility  will 
house  a  new  Goss  Universal  45,  to  be 
configured  as  six  four-high  towers  and  two 
two-high  towers  with  a  1:3:3  folder  and  a 
commercial  folder  with  two-high  formers 


Chattanooga  takes  silver 

AWARD  FOR  ITS  FLEXO  WORK 
For  a  foil-page,  foil-color  Eckerd  ad,  the 
Chattanooga  (Tenn.)  Times  Free  Press  won 
an  Excellence  in  Flexography  silver  award 
in  the  process  uncoated  category  from  the 
Flexographic  Technical  Association.  In  its 
third  year  of  printing  on  MAN  Roland  flexo 
presses,  the  74,521-weekday-circulation 
(100,484  Sunday)  paper  used  no  special 
paper,  ink,  or  equipment  to  print  the  ad. 


and  quarterfolding  capability.  The  45,000- 
copy-per-hour  press  will  allow  production 
of  a  40-page,  four-section  edition  with 
24  foil-color  pages. 

The  one-around,  singlewide  press  will 
cut  production  time  by  an  hour  and  triple 
the  number  of  color  positions  available, 
according  to  General  Manager  Stephan 
Wingert.  The  Freedom  Communications 
Inc.  paper  has  a  circulation  of  37,573  daily 
and  46,379  Sunday. 
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SYNDICATES 


Conservative  cartoonists  seek  to  balance  out  the  picture 


BY  DAVE  ASTOR 


T  leaning  field  of  editorial  cartooning 

have  formed  Rightoons.com.  ^  Rli 

“We  wanted  to  band  together  and  Trt 

offer  a  no-apologies  conservative  alter-  ^ 
native,”  said  Colin  T.  Hayes,  35,  who  pens  a  satirical 
political  strip  called  “The  Leftersons.”  The  other  partners  are  > 
editorial  cartoonists  Bob  Lang,  48,  and  Paul  Nowak,  42. 

In  a  survey  last  year,  this  magazine  found  approximately  35 

conservative  and  30  liberal  columnists  at  two  distributors  —  Tribune  Media  Services 
the  eight  biggest  syndicates  April  1,  and  Universal  Press  Syndicate  —  listing 

p.  28).  But  liberal  editorial  cartoonists  editorial  cartoonists  by  ideology  have 

outnumber  conservative  ones.  For  instance,  a  combined  total  of  19  liberal  and  six 


HREE  CONSERVATIVES  IN  THE  LIBERAL- 


RIGHT 

TOONS 


et  cetera  . . . 

Jim  Miller,  who  started  self-syndicating 
“Savvy  Senior”  about  10  months  ago, 
says  he  now  has  more  than  400  daily 
and  other  clients.  How,  E&P  asked,  did  he 
find  so  many  newspapers  for  his 
weekly  Q-and-A  column?  The 
39-year-old  Miller  (http://www 
.savvysenior.org)  attributed  it  to 
contacting  a  huge  number  of 
papers,  charging  no  more  than 
$5  a  column  to  even  the  biggest 
clients,  and  doing  a  feature  that 
offers  information  to  a  large 
readership  segment. ...  United 
Feature  Syndicate  is  distributing 
Mary  Mitchell’s  Chicago  Sun-  Mary  Mitel 
Times  column.  She  focuses  on  United  s  c( 
race,  family,  and  other  political,  social,  and 
personal  topics.  Mitchell  is  a  former  president 
of  the  Chicago  Association  of  Black  Journalists. 
...  King  Features  Syndicate  is  ending  the  1989- 
founded  “New  Breed”  —  which  spotlighted  the 


Mary  Mitchell  is  joining 
United’s  column  roster. 


work  of  various  single-panel  cartoonists  — 

effective  the  week  of  Feb.  24 _ The  New  York 

j  Times  Syndicate  is  offering  a  weekly  column 
discussing  globalization  and  related  topics.  It’s 
by  Naomi  Klein,  the  author  and  political  activist 
who  regularly  contributes  to  The  Ghbe  and  Mail 
in  Toronto  and  The  Guardian  in 

London _ In  James  Patterson’s 

current  best  seller  Four  Blind  Mice, 
a  character  tapes  images  from 
Aaron  McGnider’s  “BoorKlocks” 
comic  on  a  refrigerator.  But 
the  Universal  Press  Syndicate 
cartoonist’s  name  was  misspelled 
as  “McGurder.” ...  Creators 
Syndicate  columnist  Norman 
Solomon  co-authored,  with 
HI  is  joining  Reese  Erlich,  Target  Iraq:  What 
umn  roster,  Media  Didn't  Tell  You 

(Context  Books). ...  King  editorial  cartoonist 
Scott  Bateman  (http://www.batemania.com) 
published  his  first  graphic  novel.  Scan  uses  60 
characters,  art,  charts,  graphs,  lists,  and  more 
to  tell  the  story  of  a  town  facing  a  mysterious 


conserv'ative  creators  on  their  rosters. 

Hayes  isn’t  sure  why  this  is,  but  did  guess 
that  “most  artistically  inclined  people  tend 
to  be  more  liberal. ...  1  also  believe  that  a 
majority  of  opinion-page  editors  of  large 
newspapers  tend  to  be  liberal  and  prefer 
their  cartoonists  —  either  on  staff  or  pulled 
down  through  the  syndicates  —  to  be  the 
same.  The  viewpoints  of  the  cartoonist 
may  be  slightly  skewed  in  certain  instances 
to  fit  the  desires  of  the  editors.” 

Bheir  syndicate  to  help 
nation,  noting:  “We 
x)ns.com  can  replicate 
«s  that  conservative 
mists  and  talk-radio 
sts  have  had.” 

In  this  digital  age, 
the  three  cartoonists 
are  able  to  participate 
1  the  svTidicate  despite 
different  locales, 
in  northeastern 
fowak  in  the  Las  Vegas 
-es  in  Everett,  Wash, 
done  work  for  print 
outlets,  and  thev’  airrently  appear  on 
the  Web  at  sites  such  as  the  conservative 
(Alrercast  News  Service  (http://www 
.(rNSNews.com).  Thev  're  hoping  many 
Rightoons.com  clients  will  be  newspapers, 
but  they  also  plan  to  sell  to  other  print  and 
online  clients.  11 


epidemic  of  graffiti.  The  144-page  book  has  a 
companion  CD  with  17  songs  composed  and 
performed  by  Bateman. ...  “In  the  Bleachers” 
humor  cartoonist  Steve  Moore  of  Universal 
made  a  deal  with  Sony  Pictures  Animation  for 
a  proposed  project  about  hunters  being  hunted. 
...  AccuWeather.com  introduced  “AccuPOP,” 
which  gives  the  probability  of  precipitation  in 
three-hour  increments  covering  96  hours  in  the 
future. ...  A  weekly  column  called  “Fave  Foods 
of  the  Famous”  (http://www.favefoods.com)  is 
being  offered  by  Steven  J.  Austin  and  Geoff 
Vaughn.  Among  those  interviewed  are  Denise 
Austin,  Sarah  Ferguson,  B.B.  King,  and  William 
Shatner.  Clients  include  The  Commercial  Appeal 
of  Memphis,  Tenn.,  and  The  Clarion-Ledger 
of  Jackson,  Miss.  Austin  formerly  wrote  the 
“Straight  Up  with  Steven  the  Bartender” 
column. ...  SCRIPPS  Howard  News  Service 
is  distributing  “joyride,”  a  column  aimed  at 
Gen  X  and  Gen  Y  readers  by  Joe  Donatelli 
(http://www.joedonatelti.com). ...  For  many 
more  items,  see  the  Jan.  23  “Syndicate  World” 
at  http://www.editorandpublisher.com. 
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Shoptalk 


Conservatives  define  the  new  ‘PC’:  Patriotic  Correctness 


IT  IS  AN  ARTICLE  OF  FAITH  AMONG  CONSERVATIVES  —  AND 
some  not-so  conservatives  —  that  The  New  York  Times 
under  Executive  Editor  Howell  Raines  has  become  a  daily 
version  oi  The  Nation:  a  leftist  organ  not  just  on  its  editorial 
pages  but  also  on  its  news  pages.  Mickey  Kaus,  writing  last 
week  in  the  Slate  online  magazine,  spoke  for  many  when  he  asked: 
“How  many  of  The  New  York  Times’ journalistic  problems  would 
be  solved  if  the  paper  just  replaced  the  slogan  in  the  upper-left- 
hand  corner  of  its  front  page  (‘All  the  News  That’s  Fit  to  Print’) 
with  the  phrase:  ‘A  Crusading  Liberal  Newspaper’?” 


I ,  Conservatives  were  (understandably) 

I '  critical  of  the  Times  ’  hypercoverage  of  the 
:  controversy  over  admitting  women  at  the 

I  ■  Augusta  National  Golf  Club.  They  often 
!  don’t  like  the  Times'  environmental 
coverage.  Contributor  Andrew  Sullivan 
managed  to  make  a  national  political 
issue  out  of  its  Sunday 
magazine’s  decision  not  to 
renew  his  contract.  But  nothing 
:  i  quite  gets  the  conservatives’ 
collective  dander  up  like  the 
]  newspaper’s  coverage  of  the 

controversy  over  war  with  Iraq. 

; !  The  Wall  Street  Journal,  The 
' :  Washington  Times,  The  Weekly 
\  I  Standard,  and  columnists 
i  Charles  Krauthammer  and 

George  Will  all  have  asserted 
that  the  Times  deliberately  served  the 
[ ;  antiwar  cause  by  promoting  Republican 
j  and  military  dissenters,  such  as  Brent 
Scowcroft,  in  its  news  pages.  “All  the  news 
that’s  fit  to  spin,”  cried  the  editors  of 
I !  The  Weekly  Standard.  National  Review 
*  Editor  Rich  Lowry  insisted  the  paper’s  war 
I  coverage  has  demonstrated  that  Times 
I  reporting  is  now  characterized  by  an 
j  [  “inarguable  agenda.”  Krauthammer  even 
I  concluded,  “Not  since  William  Randolph 
; !  Hearst  famously  cabled  his  correspondent 


in  Cuba,  ‘You  furnish  the  pictures  and  I’ll 
furnish  the  war,’  has  a  new'spaper  so 
blatantly  devoted  its  front  pages  to 
editorializing  about  a  coming  American 
war  as  has  Howell  Raines’  New  York 
Times.'’  (The  Hearst  anecdote  is 
apocryphal,  but  never  mind.) 

Many  of  these  complaints 
arose  during  the  period  when 
the  Democrats  were  shirking 
the  responsibility  of  taking  a 
position  on  the  war,  and  hence 
were  reluctant  to  be  quoted  at 
all.  The  bureaucrats  were  quiet, 
too,  as  Secretary  of  State  Colin 
Powell  et  al.  were  working 
against  military  intervention  in 
the  secrecy  of  official  channels. 
Most  of  the  opposition  was 
voiced  by  members  of  the  military,  the 
Republican  foreign-policy  establishment  — 
including  both  secretaries  of  state  from  the 
first  Bush  administration,  along  with  its 
national  security  adviser  —  and  some 
influential  Republicans  in  Congress. 

The  idea  that  the  reporting  of  such  views 
constitutes  an  antiwar  crusade  may  come 
naturally  to  a  conservative  punditocrac>- 
that  has  been  coddled  in  recent  times  by  a 
I  news  cycle  driven  by  Fox  News  Channel, 
The  Washington  Times,  The  Wall  Street 


JoumaT s  editorial  page,  the  New  York  Post, 
Rush  Limbaugh,  and  the  like,  but  it’s 
awfully  difficult  to  defend  as  a  journalistic 
proposition.  As  Raines  aptly  explained,  “If 
!  there’s  an  absence  of  debate  in  the  country, 
if  Congress  is  not  standing  up  to  the 
!  administration  in  an  adversarial  way,  that’s 
,  a  news  story.”  (Al  Gore  engendered  much 
the  same  reaction  when  he  became  the  first 
prominent  national  Democrat  to  oppose 
the  war.  Many  pundits  insisted  that  his 
position  proved  him  unfit  for  public  service.)  | 

As  readers  of  this  publication  know, 
there  is  often  just  as  much  in  the  Times’ 
coverage  of  Iraq  to  infuriate  the  hearts  of 
those  opposed  to  the  war  as  those  who 
demand  one.  I  wrote  a  column  in  The 
Nation  in  May  2001  arguing  for  an 
ombudsman  at  the  Times.  Its  top  editors 
exercise  too  much  power  and  influence  for 
any  fallible  person  to  deploy  without 
requisite  checks  and  balances.  But  the  Iraq 
media  campaign  by  conservatives  is  clearly 
a  smoke  screen:  an  attempt  to  enforce  a 
kind  of  “patriotic  correctness”  that  would 
intimidate  news  organiz^ations  from 
publishing  information  consen^atives 
prefer  to  see  unpublished  by  virtue  of  their 
consistently  voiced  —  but  rarely  supported 
—  accusation  of  “liberal  bias.” 

The  costs  of  so  much  silence  on  Iraq 
became  clear  last  week,  as  the  nation 
continued  to  prepare  for  war.  As  Glenn 
Kessler  belatedly  reported  Jan.  12  in  The 
Washington  Post,  “The  decision  to  confront 
[Saddam]  Hussein  at  this  time  emerged  in 
an  ad  hoc  fashion  [circumventing] 
traditional  policy-making  channels  as 
longtime  advocates  of  ousting  Hussein 
pushed  Iraq  to  the  top  of  the  agenda  by 
connecting  their  cause  to  the  w'ar  on  terror¬ 
ism.”  Kessler  noted  the  result  of  this  “murk>' 
process  continues  to  reverberate  today”  in 
the  form  of  “tepid  support  for  military 
action  at  the  State  Department,  muted  con¬ 
cern  in  the  militaiy  ranks  of  the  Pentagon, 
and  general  confusion  among  relatively 
senior  officials  —  and  the  public  —  about 
how  or  even  when  the  policy  was  decided.” 

Just  about  the  only  institution  that  can 
take  pride  in  its  performance  in  this  regard, 
alas,  is  The  New  York  Times.  II 

Alterman  is  the  author  of  the forthcoming 
book.  What  Liberal  Media?  The  Truth 
About  Bias  and  the  News  (Basic  Books).  ! 
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present 


interactive 


media 


ConierCnCe&Ctrade  Show 


growing  local  reach: 

newspaper  &  broadcast  executives  share  successful 
strategies  for  converged  media,  advertising  &c  more 


San  diego  paradise  point  resort  &  Spa  1  may  7-9,  2003 


Editor  and  Publisher  is  the  leading  newsweekly  for  the  newspaper  industry  and  Mediaweek  is 
the  magazine  covering  the  business  and  content  issues  of  the  media  business.  Both  publications 
will  be  co-producing  the  expanded  2003  version  of  E&P’s  annual  Interactive  Conference  & 
Tradeshow,  which  will  focus  on  Local  Market  Media  Integration  and  the  co-opetition  between 
newspaper  and  broadcasting  corporations  and  web  sites.  Attendees  will  learn  how  to  grow 
real  reach  from  converged  media,  and  how  to  make  their  online  efforts  more  successful  and 
profitable,  from  the  industry  leaders  that  are  leading  the  way. 
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The  8th  annual  EPpy'” Awards  will  also  be  presented 
to  the  best  of  online  newspapering  and  broadcasting. 


For  more  information,  visit  unvw.editorandpublisher.com  or  call  (toll-free)  888-536-8536. 

Co-Sponsored  by: 
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BY  THE  UNION-TRIBUNE 


How  is  Horvitz  Newspapers  writing  its  success  story? 


The  Solution  is  Key. 


Horvitz  Newspapers,  Inc. 

A  brand  new  production  facility  in  Washington  is  just  the  latest  move  in 
Horvitz  Newspapers’  ambitious  expansion  plan.  KeyBank  provided  the 
working  capital  for  the  state-of-the-art  facility.  Horvitz  produces  several 
daily,  weekly  and  bimonthly  papers. 

Why  KeyBank? 

About  Key's  50-year  relationship  with  his  company,  Peter  Horvitz, 
President  and  CEO,  reflects:  “Key  truly  understands  the  newspaper 
business,  and  that’s  a  very  important  component  of  our  relationship.” 
He  appreciates  Key’s  innovative  financing  strategies  and  its  ability  to 
leverage  the  best  interests  of  the  business. 

Key  has  built  a  strong  alliance  with  Horvitz,  providing  support  for 
everything  from  acquisitions  to  escrows.  “Key  has  demonstrated  time 
and  again  that  it  is  committed  to  our  needs,”  says  Peter.  “If  there’s  any 
opportunity  to  make  new  acquisitions,  I  would  go  directly  to  Key.” 


KeyBank 


To  learn  more,  call  Kathleen  Mayher,  Executive  Vice  President 
and  Division  Manager,  at  1-800-523-7248,  ext.  45787,  or  visit 
Key.com/media. 


Media  and  Telecommunications 


Achieve  anything. 


